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versatile tony pappas, a creative, sensitive, imaginative and 
cooperative photographer who has proven himself on a variety of accounts 
is now exclusively represented by... 






rR Gussi rr -Radi hr Studios, Inc. 220w. 42st. « n.y.c. 36 * wisconsin 7-7352 
the complete photographic and service studio package 
photography, dye transfers, flexichromes, retouching, layout, design, velox’s, lettering, mechanicals. 
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(entura Centura Schoolbook Italics 
CENTura 1 university - university 
CENTura 2 prominent - prominent 
CENTura 3 dbenevolent- benevolent 


+ CENTura 4 forgivable - forgivable 
Centura Wide Centura Wide Italics Centura Schoolbook Wide Italics 


* CEN'Tura wide 1 university - university 
CENTura wide 2 prominent-prominent 
CENTura wide 3 benevolent -benevolent 
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A CREATIVE-CUSTOM SERVICE...UNIQUE IN ITS FIELD SINCE 1936 





i (Se¢ Each month subscribers will 


STILL LIFE-FOOD PHOTOGRAPHY-ILLUSTRATIONS 


receive a 10 x 14 printed plate 
with an assortment of drawings 
covering one subject, suitable 
for reproduction or reference « 

. . a new category each month. 
A fine binder to hold 
the collection is supplied. 
In addition, subscribers will 
have access to full collection 
of 2,000,000 prints. 


for ‘escriptive folder write 
Vi :al Discoveries, Inc. 
4° est 40th St., New York City 18 














@ co 


DESIGN is the measure of the true graphic artist. Whatever his medium, mes- ae 


iMastre ors 


sage, or technique, only a heightened sense of design will raise his work from craftsmanship to ‘aad 
the level of art, whether ILLUSTRATOR, PHOTOGRAPHER or DESIGNER. This is our belief. It is 


the basis of our achievement, the discipline of our daily work, and the guarantee of our future. 


ry 


& 


Ni 


C2 
SS 


The 
bs n 
y (2 


DISTINCTION: 

16 BESTS in the 34th Annual Exhibition of 

the New York Art Directors Club 

135 BESTS in the past 12 annual exhibitions of the 
New York Art Directors Club 


CACC 


Reproduction of art 


created for CBS Television 





LESTER ROSSIN 
ASSOCIATES INC. 
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DEPENDABILITY: 

In the past 12 months we have design: d 
and produced art for 2198 advertis me 
1561 mailing pieces 

932 point-of-sale units 
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vie vhat thin stuff is this our prosperity made?” Bernard Quint 74 
"al We have lost excitement — Kirk Wilkinson 76 
con Of specific interest to the art field is the role played by the fer many publics, many epprecdine < 
WINER ADs in the Colliers debacle. Although magazines are in competi- F. H. Roberts 78 
‘ eee Bee eae . Trickfolds and/or gimmicks — Harry Zelenko 80 
signers tion with each other, they are also in competition with TV for hese gueur t Ge padan- 
pe reader time and interest as well as for the advertisers support. TV Walter Landor 83 
NI 
9 S008 has an edge on magazines with the ability to use sound and | *————— on 
. . ~ . ' ‘ ‘ 
} » o ' 
te Pa. motion (and color too, slowly but surely). This all adds up to READERSHIP RESEARCH 
STONE MA visual vitality. Today’s magazine AD is challenged as never Prestige and product appearence 64 
PO! 
mas before to give maximum visual vitality to his book. TAXES 
2ODEC reradonically. Coll AD doi oe hi Artist Thomas Benton on business taxes 42 
an Paradoxically, Colliers s were doing s good job in this UPCOMING TALENT 
respect when the roof fell in. New cover design, fresh and stimu- Steve Duquette 86 
—_— lating illustrators, cleaner design throughout were evident several} DIRECTIONS 
NERN ‘ . . $ When photography isn't best — 
vem months ago. And the result was a good circulation increase. But. | Stephen Baker 87 
the free hand given the art department came too late. The ADs! PRODUCTION BULLETIN 61 
——- showed they could help boost circulation but management con- BUYER’S GUIDE 94 
FOR: 
FRE servatism had lost the battle with TV and other magazines (SEP a oe 
Business briefs 9 
Succes and Look had redesigned a year or more ago). Tax talk 12 
- Paul Smith noted the tendency of advertisers to buy just the —— cei a 
W . . 
PEARS leaders in the. field, not to go down the media list as far as they What's new 32 
RAYMO » - i 
' used to. Some of that budget money is now used for TV, some ne ened = 
stu ° . ° . 
ON zITZEM for larger space in the top publications used. Perhaps magazines In Philadelphia 88 
shou ; >rativ : , : — West Coast 90 
mevcitiel " do some cooperative posmetion, as did Hollywood, to in Chicago be 
BAS convince all concerned that magazines, too, are better than ever. TRADE TALK 121 
BENED in s "i 7 
Bu Perhaps the Colliers situation had deteriorated too long for SERVICES 
ALLA ° . . . 
co ‘yone to save it. But there is a lesson inherent that might Sectanten ; 138 
ex : ‘ : Ready reference, classified 132 
Lips prevent more “Colliers” situations. Bookshelf 134 
OTHS' ° 
TIETG Management must be alert to the contemporary feeling of the 
irket and must direct their staffs to meet it. The ADs role in 
nee or sities OD ie Baal sand ie ited d job as f Publisher: Don Barron ° Editor: Edward Gottschall 
— en Pag Seve es —— ee a oe eee Designer: Ken Saco ° Editorial Asst.: Ann Cohen 
OB 1ABS hey were permitted with Colliers should encourage publishers ' Advertising: Morton Bryer ° Circulation: Mildred Brown 
7 0s! . . . es : P 
= pes t only to give the AD a freer hand in vitalizing the magazine ' ASSOCIATE EDITORS: Atlanta, Richard Brunell; Baltimore, Frank C. 
‘ : : Mirabile; Boston, Mark Kelley; Chicago, Len Rubenstein; Cincinnati, 
should be a part of the sales pitch to both readers and } Frank Bertke; Cleveland, King D. Beach; Detroit, Jack Keenan; 
/ F ~s _ ' Kansas City, Hal Sandy; los awed Martie Wright; Miami, Edward 
ertisers. Redesign timidity should be replaced with boldness} McCarus; Milwaukee, Al Jacobs; —_4 Joy Peterson; Montreal, 
. . Albert Cloutier; Nashville, Tom Suntins lew York, Edward R. Wade; 
there be more “Colliers” in the near future. @ Philadelphia, Lester La Bove; Pittsburgh, Wm. E. Pensyl; Portland, 
Ore., Pat Shaylor; Rochester, William Holley; San Francisco, 
Fred Cole; Seattle, Lloyd Pierce; Toronto, Leslie Trevor; Washington, 
D. C., Will Anderson. 
“ae NSAD OFFICERS: Roy W. Tillotson, New York, President; Robert Bach, 
San Francisco, Vice President; Albert Cloutier, , Vice Pi 
Cecil B ten, New York, Secretary-Treas NSAD Headavarters 
Art ction, published monthly by Advertising Trade Publications Inc., 43 E. 49 St., New N15 E. tn Sheet, * Vork rhe Ny Y. — Murray Hill 5.4340. 
mm: q Yor} N. Y. Plaza 9-7722, Subscription price $4.00 per year; $7.00 for two years; $4.50 a 
yeo Canada and $6.50 for other countries. Back issues 55¢ per copy. Publisher assumes no er 4 ree . ae 168 N. 
tis me! ress bility for manuscripts or artwork submitted. Entered as second-class matter at the anne see enn one Vee 
Pos ce at New York, N. Y., with additional entry as second-class matter at the post ’ WEST COAST REPRESENTATIVE: H. L. Mitchell & Associates, 3087 
offic Baltimore, Maryland. ¢ Saturn Ave., Huntington Park, Cal. Phone: Ludlow 5-4668. 
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Aurelius Battaglia S. Neil Fujita 
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Gordon Mellor : Leslie Silvas John P. Miller 


Represented by CULLEN RAPP STUDIOS 
20 West 55th Street, New York City 19, N. Y. PLaza 7-3920 
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Some plain talk 
from Austin Briggs 
about studying Art 
at home... 








THINK that most artists who feel the need for 

more art study don’t realize that the only practical 
answer to their need is home study. The practicing 
artist just can’t afford to spend his time going 
to and from and attending classes during his 
valuable working hours. But hours spent with a 
“morgue” and clips alone don’t make the brilliant 
performer. It’s the Anowledge and thinking that 
go into producing creative pictures that separate 
the men from the boys in advertising and 
editorial art. 

That’s why home study with the Famous Artists 
Schools makes so much good sense for the artist 
who wants to move up. Here, in one school, you 
benefit from the combined creative know-how and 
skill, the techniques and short cuts of America’s 12 
Most Famous Artists. You work in your own home or 
studio—as fast as you want and when you want. 

We don’t work overnight miracles. But the Famous 
Artists Career Course gives you the most return 
for your time. And that makes it the easiest thing 
you can do to help your talent and skill to mature. 

If you work for a living . . . if you’d like to 
earn a better living through better pictures... 
write us today. 


FAMOUS ARTISTS SCHOOLS, INC. 
Westport, Connecticut 
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America’s 12 FAMOUS ARTISTS SCHOOLS, Studio 10, Westport, Conn. 
- — I Most Famous Artists Sieien aaah on ; ; ao, ig 
en tong ee ease send information about your professional training in: 
A os i Ma 
— - J Jon Whitcomb (CJ Commercial Art and Illustration 
ee _ All Parker (C) Fine Arts Painting 
Stevan Dohanos Oo Cart . 
ae se Harold Von Schmidt apatite, 
ae eter Helc 
ene Peter Helck 
> —§ 4 Fred Ludekens NAME AGE 
amen! d Ben Stahl (Please Print) 
ei, SS Robert Fawcett ADDRESS 









ie Austin Briggs 
. | Dong Kingman 
Albert Dorne CITY ZONE STATE 
GS ene amemanenanenananananenananananananenenasanasesaeasasaene 
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IMAGINATION MOTIVATES SALES 


ART APPEALS FTO THE IMAGINATION 
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3usiness briefs 


“here to in 1957? As 1957 got into full swing 
ere was a mixture of optimistic fore- 
sts and economic dark spots. 









n the bright side, a 10 per cent rise in 

udvertising budgets was forecast. A spe- 

cial survey conducted by Art Direction 
reported in this issue) shows companies 
ind advertisers spent over $500,000,000 

jor ad art last year and will spend more 
nN 1957- 

If the number of freelance artists is 
dwindling (Art Direction, January 
1957) the number of studios and their 
size is growing. Art is increasingly be- 
coming big business. 

I'wo major considerations are respon- 
sible for the generally increased ad 
budgets: 1) increased ad rates and 2) 
intensified competition, growing mar- 
kets and new products. 


The big economic dark spot is credit. Tighten- 
ing credit, by raising interest rates, is 
supposed to be a check on inflation. On 
the other hand the policy is making the 
cost of needed public projects such as 
schools and highways cost more than 
they otherwise would. 


The fight for money is not just between 
borrowers and banks, but between fi- 
- nancial institutions. Savings banks, with 
their higher interest payments, attract 
] money away from commercial banks and 
the commercial banks are now propos- 
ing that interest payments be equalized. 


One of the spurs to long range optimism has 
been the growing population. But mar- 
iy keting analyst E. B. Weiss, writing in 
Advertising Age, suggests population 
growth is no guaranty of prosperity. He 
recalls that in depression periods the 
hardest hit areas are the most populous, 
that not so long ago we were basing 
optimistic forecasts on the assumption 
population growth would level off, etc. 
He suggests that the growth rate is that 
? of adding a Pittsburgh every three 
months, but with this important differ- 
ence. We are adding the consuming 
power but not the productive ability. 
2,800,000 babies yearly, he says, does not 
help the economy. Reducing his think- 
ing to the family level he cites a couple, 
with two incomes, having a baby, now 
having to share two incomes three ways 
for food, clothing, etc. (assuming the 
wife continues to work.) ® 
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JIMMY DUNNE was born in Belfast, Jreland 33 years ago. 
Later he went to London, England where he acquired 
considerable background in some of the larger agencies. 

Jn 1950 Jimmy came to America and to McNamara 
Brothers, Inc. Since that time we have all been Americanizing 
him. A home in the suburbs, an impressive automobile, 

and a television set have almost completed the transition but 
we have failed completely to destroy his rich Jrish brogue. 


Designer...Artist... with a Continental Air! 


Jimmy Dunne is a designer of considerable prestige. His work 
is an interesting admixture of the European and American 
influences on advertising art but more specifically it bears the 
mark of bis own creative individuality. He seems 

unlimited in scope feeling equally at ease with sales 


promotions or highly abstract editorials. 


His renderings are so beautifully executed that art directors 
very often ask him to follow through on the finished art 
assignment. Naturally, we get a tremendous satisfaction out 


of working with Jimmy and admiring the wonderful things 





that come off bis board. 


All in all, we're extremely proud to have Jimmy on our staff 
at McNamara Brothers, Juc., and it's obvious that our 


clients share our enthusiasm for him. 


McNAMARA BROTHERS, INC. 
38th Floor, Penobscot Building * Detroit 26, Michigan 
WOodward 1-9190 


Largest Supplier of Art to the Automotive Industry 
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ANNOUNCEMENT 


is not necessary 
to have biggest 
cannon in world 


to make best shots” 
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HENRY DRAVNEEK ASSOCIATES now at 
TONY VENTI STUDIO 
152 E. 40 St. N.Y. 16, N.Y. 
Tel. MU 3- 5048 
MU 3=- 6564 





tax talk 


BY MAXWELL LIVSHIN, CPA 


Federal income tax calendar 


Jan. 15, 1957: In some cases individu:l 
taxpayers were required to file an orij- 
inal or an amended 1956 declaration 
of estimated income tax by January 1).. 
If, however, such a taxpayer chose to 
file his return and pay his taxes in full 
by January 15, then the return can serve 
as both a 1956 return and a 1956 declar- 
ation of estimated income tax, and he 
need not file an amended declaration. 
Jan. 31, 1957: Each employee should 
have been given a withholding state 
ment in duplicate, Form W-2, showing 
1956, total wages subject to income tax 
withholding and the amount of income 
tax witheld and of social security 
witheld in 1956. Each employer must 
fill in the annual reconciliation of in- 
come tax witheld on Form W-3. Copies 
of all withholding statements furnished 
employees on Form W-2 for 1956 must 
be filed. Each employer who had 4 or 
more employees during 1956 must file 
a Federal Unemployment Tax form g4o. 
Feb. 28, 1957: Required when the pay- 
ments described below made in the 
course of a trade or business total $600 
or more. 

1. Salaries and wages, which are not 
subject to withholding or reportable on 
Form W-2. Travel advances paid to an 
employee, for which no expense account 
is required should be reported on Form 
1099. 

2. Interest, rents, premiums, annui- 
ties, royalties or other fixed or determin- 
able income, including fees for profes- 
sional services paid to attorneys, physi- 
cians, and members of other professions. 
Payments made by a broker to his cus- 
tomers, or by a tenant to a real estate 
agent need not be reported, but the 
agent must report payments to the land- 
lord. 

Mar. 15, 1957: Due date of 1956 calen- 
dar-year income tax returns of corpora- 
tions, and payment of first installment 
of one-half of tax. 

April 15, 1957: Due date of 1956 income 
tax and self-employment tax returns of 
individual taxpayers and 1956 partner- 
ship returns on a calendar-year basis. 
Due date of 1957 declaration of esti- 
mated income tax and 4 of tax. 

June 17, 1957: Due date second-half of 
1956 corporation tax. 

June 17, Sépt. 16, 1957 and Jan. 15, 
1958: Quarterly installment payments of 
estimated income tax of individual tax- 
payers must be paid on or before these 
dates. * 
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Drawing Board of Directors Meeting 


IN CHICAGO 
280 East Ohio Street, Chicago 11, Ill. 
telephone Whitehall 4-3340 


Unusual? Perhaps. But we feel that creative advertising problems 
must be approached on a group basis, using all our combined techni- 
cal and artistic experience. Representatives of sales, management; 
creative direction, and production, meet with the client to analyze 
each new problem—studying and restudying it from every mer- 
chandising angle. The joint solution is designed to most effectively 
move the product. 

Only then, does the piece enter layout, finished art and produc- 
tion where a completely integrated art organization implements and 
enhances the basic selling plan. By this method we achieve optimum 
results with your merchandising dollar. 

Our staffs in Chicago, New York, and Los Angeles will be happy 
to assist in your particular problem. A sales representative can give 


you further details. 
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IN NEW YORK 
Stephens-Thompson, 120 W. 50th St., 
N.Y. 19—telephone Circle 5-5471 


IN LOS ANGELES 


3723 Wilshire Blod., Los Angeles, Calif. 
telephone Dunkirk 5-2225 


Stephens Biondi DeCicco Inc. 
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WHEN SCHEDULES ARE IMPORTANT 


CONTACTS: Gloria Orsenigo - Frank Gurrier 


Bob Hartline - Sid Levenson - George Lynch 
Goodhue Weatherly and Joseph Boyan 
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THE LIONEL CORPORATION. 


EW York 10, N. y 


Jenuery 31, 1957 
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JOHN JOYCE, INC. 


480 Lexington Ave., New York 17 + Plaza 8-1815 


Carmine Macedonia/Joyce 








“Corry, photographer 2 W. 47 St., Penthouse, N.Y.C. 36 ¢ CI 6-6184 





coming events 


Through Feb. 20... Package Designers Co in- 
cil Third American Package Design Exhibi- 
tion, Cooper Union Museum for the Arts of 
Decoration, Cooper Square, Fourth Ave. at 
Seventh St., New York. Open to public, fire. 
10-5, Mon., Wed., Fri., Sat. 10-9:30, Tucs., 
Thurs. 


Feb. 10-16 . . . Advertising Week, sponsored 
by the Advertising Federation of Ameri:a 
and the Advertising Association of the West. 


Feb. 16-Mar. 1 . . . annual exhibit of the 
Art Directors Club of Philadelphia, at the 
Commercial Museum. 


Feb. 27-Mar. 27 . . . 12th Annual West Coast 
Exhibition of Advertising and Editorial Art, 
in Los Angeles, at California State Museum 
of Science and Industry. 


Mar. 1-Mar. 31 . . . 2lst Rochester Inter- 
national Salon of Photography, Inc., at 
Memorial Art Gallery. 


Mar. 17-31 . . . annual exibition of Art 
Directors Club of Atlanta, Art Institute, Main 
Gallery of the Museum Building. 


Apr. 5-Apr. 30 . . . annual exhibition of the 
Rochester Art Directors Club, at the Mem- 
orial Art Gallery. 


May 25-31 . . . 36th Annual Exhibition, New 
York club, Waldorf-Astoria. 


May 28-29 .. . 2nd Annual Visual Commu- 
nications Conference, Waldorf-Astoria. 


May .. . exhibit of the Nashville Art Direc- 
tors Club, tentatively scheduled. 


Metropolitan Museum of Art .. . Italian Ren 
aissance art, courtesy Italian government 
through Feb. 24. 


Museum of Modern Art, NYC . . . Through 
April 21, prints by Edvard Munch; May 22 
Sept. 8, Picasso, his most important exhib 
tion in this country since 1939. 


Art Institute of Chicago . . . Indefinite schec 
ule, Mohican Murals and Ancient Peruvia 
Art; permanent, 67 American and Europea: 
miniature rooms; Indefinite schedule: 18th « 
19th century color plate illustrations, 3 cer 
turies of Spanish prints, leather capes an 
colonial textiles, ceramics. 


Philadelphia Art Alliance...Through Fel 
21, Contemporary American Glass; throug! 
Feb. 10, sculpture by Joseph J. Greenberg, Jr 
through Feb. 28, Blanche Scarlett Phelps, De 
signing with Nature; Esther Stevens Braze 
Guild, William Penn chapter, exhibition 
painted trays; Feb. 13-March 3, John Barber 
watercolors, oils, drawings. 


University Museum. Philadelphia... Throug! 
March 31, Sommerville collection of camex 
and intaglio engraved gems. e 











printed 








of 
xt 








are Paramount... 


Printed on Dalton ‘Admaster" No. 406-R 





By all the accepted standards for judging 
and evaluating a fine motor car— 
performance, beauty, luxury and distinction 
define a recognized leader. These same 
qualities define the finest of layout 

and visualizing paper... 


The Dalton “Admaster” has earned a place 
in Seciety* as the paper most chosen for 
“blue chip” comps and layouts, why? 
Dalton “Admaster” performs professionally. 
Brilliant whiteness, 100 per cent rag and 

2 degree surfaces and 2 weights answer 
every layout situation. Responds perfectly 
to pastels, charcoal, pencil, ink, colored 
pencils, even washes. Dalton “Admaster” is 
an expertly made pad... you'll recognize 
by its handsome pink cover. 


The price of a really top flight paper is 
minute in the overall cost. Art directors, 

ad designers and layout men will settle for 
nothing less. 










Prove it to yourself and once you step 
into the really finer class you'll wonder why 
“ hadn‘t discovered Dalton “Admaster” 
efore. 


*“Society” of Ad-men, A.D.’s, Designers, 
Ad Consultants and layout men. 


Paper Co., Ine. 
Metuchen, N. J. 

























ATLANTA, Ga. 
74 Broad St. Nw. — wala77 
), MM. 


me sno o1 suit simy co, 
i oe — SUperier 7-0030 













c Ave. TR. 1-0150 


4424 oe .. Ave. = — Townsend 8-58 
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50 and 100 sheet pads are availabie in: 


11 x 14” — 12 x 18” 14x17" — 18 x 24” — 19 x 24" — 21 x 27’ 
Dalton Series is @vailable in other weights, both smooth and rough finish 
your test now... on DALTON ‘‘Admaster’’ 406-R 
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“Admaster” is stocked by these 
listed. Call him or see him soon. He's 


te you as your phone... so 
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“Admaster”. You'll be glad you called. 


OUSTON, Texas 
TEXAS ART SUPPLY CO. 
1915 W. Gray — JA. 9-6954 
INDIANAPOLIS, Indiana 
BATES BROS. PHOTOCOPY SERVICE 
203 N. Delaware St. — MArket 9559 
OS ANGELES, Cal. 
CALIFORNIA ARTISTS MATERIALS 
2420 W. 7th St. — DUnkirk 5-2436-37 
H. G. DANIELS ARTISTS’ DRAWING MATERIALS 
621 S$. Grand Ave. — Michigan 3029 
AMI, Florida 
ASSOCIATED ARTISTS 
1822 Biscayne Bivd. — Miami 3-3562 
ILWAUKEE, Wisc. 
ARTIST & DISPLAY SUPPLY CO. 
813 W. Wisconsin Ave. — BRoadway 1-7198 
PALETTE SHOP 
783 N. Milwaukee St. — BRoadway 2-2706 
INNEAPOLIS, Minn. 
ARTSIGN MATERIALS CO. 
404 Marquette Ave. — LI-7607 
ORRISTOWN, N. J. 
BOIN ARTS & CRAFTS 
91 Morris St. — JEfferson 93-0600 
VILLE, Tenn. 
NASHVILLE STATIONERY CO. 
1416 Church St. — Alpine 5-6511 
EWARK, N. J. 


ARTIST SUPPLY SERVICE 
556 High St. — MArket 2-6219 


if a dealer in your area does not have the Dalton 
“Admaster” send us his name or write to us 


NEW YORK, N. Y. 

BEE-KO COMPANY, INC. 

155 E. 44th St. — MUrray Hill 2-4224 

CONCORD ARTIST MATERIALS 

190 Lexington Ave. — LExington 2-3740 

SAM FLAX 

40 E. 28th St. — MUrray Hill 3-2962 

JOSEPH MAYER CO. INC. 

5-9 Union Sq. W. — Algonquin 5-7644 

M,. M, MICHAELS COMPANY 

7 W. 44th St. — MUrray Hill 2-4369 
PHILADELPHIA, Pa. 

HENRY H. TAWS, INC. 

1527 Walnut St. — Rittenhouse 6-6324 
PITTSBURGH, Pa. 

B. K. ELLIOTT COMPANY 

126 Sixth St. — GRant 1-3660 
RICHMOND, Virginia 

SPEARS SUPPLY COMPANY 

501 E. Canal St. —. 3-5178 
SAN ANTONIO, Texas 

JOHN HERWECK, INC. 

232 Broadway 
ST. LOUIS, Mo. 

AL. J. BADER CO., INC. 

1113 Locust St. —GArfield 2870 
TOPEKA, Kansas 

CAPITOL CITY BLUE PRINT CO. 

421 Kansas Ave. — 5-1358 
WASHINGTON, D. C. 

FEDERAL SUPPLY CO. 

1716 H St. N. W. — RE. 7-6686 
WILMINGTON, Del. 

GEORGE HARDCASTLE & SON INC. 

417 Shipley St. — Wilmington 2-2314 


on your letterhead for a free 4 x 6” sample pad. 


A complete swatch series is alse your 


or the 











«ve. COLOR PRINTS 


44 79 C-STAT CUSTOM-C C-REPRO 


Rapid service Presentation quality Masked and tested 
Size to scale Pretested Color corrected 
Proofs To 16x20 Dye Transfer quality 


EKTACOLOR Negative Conversions From Transparencies 


Masked for color and contrast 
From any size or type of transparency 


EKTACOLOR-S and Kodacolor Processing 


Overnight service 
Optional color density readings 


“C” COLOR Print Retouching 
By the largest Art Department in the color retouching field 


ROBERT CRANDALL cr seven years conducted process development on the Kodacolor 
process at Eastman Kodak Company 


Pl 6-7 NN Dy-Vin an €7.@) MO) ~~ 11 NBS 


59 WEST 467 STREET. N.Y.C. Cl 77-7377 
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NEW 208-paGE Type Specimen BOOK... fREE 


Gentlemen: 


Please send me, at no cost, a copy of your 
beautiful new type specimen book. | under- 
stand there is no obligation but to accept 
it personally from your representative. 


Name 
Address 
City Zone State 


Company... 


DAWSON TYPOGRAPHIC SERVICE, INC. 
239 WEST 39th STREET, NEW YORK 18, N. Y. 
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letters 


Must it be “either... or’? 


I am sure you are aware that your Octo 
ber article, “In Packaging, Must It B: 
Design Versus Sales?”’, is extremely in 
teresting, especially for us in this phas« 
of business. 

‘I was particularly interested in your 
own remarks deriding the “either-or’ 
tone of much of the discussion of the 
PDC Conference. I agree with your 
viewpoint wholeheartedly. 

Co-incidentally, I gave a talk to the 
Philosophy Club at Georgia Tech just 
a few weeks ago that dealt with some- 
what the same topic. 

Enclosed is that part of the speech 
which refers to the “either-or” attitude 
of many people both inside and out of 
the design field. 

Keep up the wonderful job you are 
doing! 

Herbert M. Meyers, 


Art Director, 
Atlanta Paper Co. 


(Editor’s note: following are parts of 
Mr. Meyers’ talk referred to in his letter.) 


The well-known American artist, 
painter and illustrator, Ben Shahn 
once wrote, “We continue to draw a 
sharp line between “fine art” and “com- 
mercial art” on the absurd basis of 
which drawing appears in an advertise- 
ment and which is placed in a gold 
frame. Wouldn’t it take more sense if 
the artist, instead of making this dis- 
tinction, would carry out a “commer- 
cial” commission as if it were the finest 
work of art?” 

Ben Shahn answers his self-posed 
question: “Commercial art”, he says, 
“is something which . . . offers a chal- 
lenge to my ingenuity in what I con- 
ceive to be the primary function of art: 
Communication.” 

Thus, this famous artist draws an 
analogy which few people—and few 
artists!— dare to draw: ‘Fine’ art and 
‘commercial’ art he concludes have this 
primary function in common: They 
both are a means of communication. 

Where, you might ask then, lies the 
difference? 

The difference between ‘fine’ art and 
‘commercial’ art lies mainly in that one 
communicates only the artist’s own ex- 
pression—while the other has to com- 
municate a specific idea. This idea may 
be to induce the reader to buy a prod- 
uct, or to use a service, to implant in 
him the desire to avail himself of some 
sort of business. 

If the artist is stubborn enough to 
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Stepping out tonight? Let Carry you smoothty 
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NEW FILTER SPUD 


Freshens the smoke...something wonderful! 








Photographic Illustration 
149 West 54th Street, N.Y. C....CO 5-7605 








me. Charles Kerlee eat . 
Charles Weise ales + Tom Milson 
Jaguar Owners 4h 


“Thanksgiving Day ts the one day that is purely American,” 
savs O. Henry. Toast it ina great Amencan wine — 
Napa Rose by The Christian Brothers. ~ iy 


I 
te cee totes ome on ep nen ‘ 
cas ees come a tee “ 
~_ 
— 
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The Christian Brothers 





of Cabifornm pF 
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The new floor look is the scuff free look ! 
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Prime Source for your 


picture needs 


Any subject: from Alchen 


Any tecnnique: from cave ¢ 


Nineties pl otographs 
Any mood: wi! 
ether you need a single picture or 
ete picture history, selections 


reach you promptly for free inspection 


Ask for descriptive folder 6A 


THE BETTMANN ARCHIVE 


EAS STREET, NEW YORK 


CORNBALL 


When the Big Man looks over your effort 

and says, with a faint touch of nausea 
Pure corn!"’ you have only four choices 

Tell him he wouldn't recognize anything 

in a state of purity 

Replace the illustration with a lady in 

evening dress posed on a girder, which 

is what he wanted in the first place 

Bring your resume up to date 

Call.us 

We suggest No. (4). It’s not only the 

easiest, but we can use the business 


GLANZMAN PARKER 


5 E. 47th ST., N.Y. 17, N.Y.* PL 8-0434 





ee KNOW 


WHAT TO DO 
WHEN BOMBS FALL 
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Important Facts 
for Art Directors 


1. Cartoon technique is the best way to get a message thor- 
oughly read. &. Color comic book technique printing is the 
most economical way to produce any book. 3.Wm. C. 
Popper & Co. originated Comic-Books-For-Industry over 
twenty years ago and has Ied the field ever since. 4. We 
have the know-how and facilities for handling such books 
from originating the script right through to dealer imprints, 
packing and drop-shipping. §.We can guide you in the 
preparation of art, platemaking and production. 6.We 
offer top facilities and efficient service at lowest cost not 
alone because we are the world’s largest producers of Com- 
mercial Comic Books, but because we are printers—not an 
art studio taking an order now and then. 7. Printing is our 
business—Art is yours! 8.We have samples in our files of 
books in almost every category and will gladly send you a 
selection. Or, perhaps you’d like some in a special classifi- 
cation. 9.We’ll gladly send samples without obligation. 
Just a note on your letterhead will do. 10. If you have a 
current problem to solve, or want to be prepared when a 
client asks your opinion, just get our samples and mechanical 
specification sheets and KNOW the firm to whom to turn! 


WM. C. Popper & Co. 


lor Printers Since 1893” 
NEW YORK: 148 , St., Phone CAnal 6-4450, Teletype N.Y. 1-400 
OAK PARK, Illinois: 1039 Randolph St., Phone Village 8-2114 
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simplify your life...specify... 


FORTUN E 


This completely versatile type will make your life easier 
and your compositions more effective. 





TEXT... Light from 8 to 60 point 
HEADLINES... Bold from 8 to 60 point 
DISPLAY... Extrabold from 14 to 60 point 


See your nearest Bauer Dealer for full infor- 
mation or write direct on your letterhead to: 


BAUER Alphabets, Inc. 


235 East 45th Street - NewYork 17,N.Y. . 
Maxime-—another superb script by Bauer. See your WHO, cr 208 oor 


dealer for complete specimens. 38956 





TOSCA STUDIOS 


Art and Photography 
41 E. 42nd St., N. Y. 
MU 7-2172 
5th Year of Fine, Fast Service! 
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letters 


(continued) 


carry out the ‘commercial’ commissio» 
“as if it were the finest piece of art’, 
as Ben Shahn puts it, and if the relation - 
ship between artist and managemet 
is an intelligent one, then there is n» 
reason on earth why the “commercial 
commission should not be, in itself, 
fine work of art. 

In studying the relation betwee: 
business and art, one must first analyz 
the function of advertising communi 
cation. Advertising is a means of com 
municating to the consumer the avail 
ability of a product or a service. Some 
times this advertisement, be it an ac 
in a newspaper or a magazine, be it a 
promotional mailing piece or a televi 
sion spot—whatever it may be, it is often 
the only association a consumer will 
have with a business firm. Just as a 
human person is judged by his manner 
of speech, dress, taste, expression, and 
stature, so is the company, or corporate 
person. It is extremely important that 
this association, through advertising, be 
a pleasant one. It is from this association 
that the consumer forms his opinions of 
the organization. It will be either good, 
bad, or indifferent. 

This is where art enters the realm of 
business, where it begins to work for 
your business. There is a saying, with 
which we are all familiar, which says, 
“One picture is worth more than a 
thousand words”. Art with its visual 
message will help explain your product, 
bring it before the eyes of the consumer 
and will express in one glance, what 
would take many tedious words to ex- 
plain. Good art will do this with a mini- 
mum of effort, a minimum of complica- 
tion, and a minimum of time-consuming 
attention. The faster you are able to 
project a message to the consumer the 
longer you can hold his attention. The 
more attractive you can make the prod- 
uct or service appear, the more likely 
will the sale be concluded. 

In order to be successful, an adver- 
tising message must be presented with 
the greatest simplicity. This is where 
the artist’s ingenuity comes in. He may 
express the message in any number of 
his chosen fields. He may use photo- 
graphy, or illustration, he may use an 
abstract shape or a typographic arrange- 
ment—or a combination of a number of 
these. Art, chosen with good taste and 
appropriateness, typography carefully 
selected and effectively arranged for 
good legibility and visual appeal, will 
enhance the message and carry it across 
to the consumer's receptive mind. 

To do this, the commercial artist 
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—-—EN OEHMEN 


Art Director: Andrew Nelson 
Agency: Hazard Advertising Company, Inc. 
Advertiser: The Torrington Company 





Art Director: Julian M. Archer 
Agency: Fuller & Smith & Ross, Inc, 
Advertiser: Grumman Aircraft Engineering Corp. 











SPECIALIST LEN OEHMEN: — An i//ustrator with a tremendous knowledge of the aircratt field. 

In addition to this he has a flair for any highly technical subject, whether it be jet aircraft, automobiles, plant 
interiors or earth moving equipment. Len is an excellent figure man unusual for many artists working with 
industrial subjects. His clean simple postery approach assures clients of excellent reproduction. 

Cal/ us for a complete portfolio of Len’s work. 


AMSTER YARD «+ 211 EAST 49 STREET + NEW YORK 17, N.Y. + PLAZA 1-0095 
CONTACT GEORGE KAFTAN, STACY MATHAS, ED VELEBER 
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No Ma’am, she said “UNIQUE”! She said “For UNIQUE and 
err 
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< KLEB STUDIO 


3 West 46 St. 
CI 6-2847 


effective art for advertising and sales promotion see KLEB STUDIO 
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ancient man 


discovered the secret 






of casein 










The ancient artist and the primitive painters utilized the binding qualities of 





but Shiva casein for their pigments but Shiva was the first to stabilize these qualities in 

a tube so that Casein Colors retain their binding characteristics indefinitely 

was the first + It was Ramon Shiva who developed these Casein Colors for Chicago's 
Century of Progress in 1933. Since that time, artists have been able to obtain 

to stabilize it this most complete line of brilliant permanent Casein Colors and to use their 


unique characteristics to revolutionize modern techniques in painting. 


S o IV artist’s colors 
433 West Goethe Street, Chicago 10, Illinois 
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fom Jf 


a 


see 
Pe wey 





Bethy. 








and 








ym / -ttering inc style release 


(‘asual 


A new CASUAL ROMAN style in a series of 


weights and widths -with companion italics 


Oman. 


A new CASUAL ROMAN style in a series of 
weights and widths— with companion italics 




















A new CASUAL ROMAN style in a series of 
weights and widths — with companion italics 





A COMPLETE SHOWING WILL BE AVAILABLE SOON - ASK FOR LETTERING INC NEW STYLE RELEASE 4] 








NEW YORK-!/9 West 57th Street 


I CHICAGO - 755 North Michigan Avenu 
INC DETROIT -i00 Delaware 


= ant FP oduceis sn grt Feltered Headings ee are See ne en eee 


TORONTO - 220 Richmond Street West 
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SWITCH TO 
PHOENIX 
FOR A NEW 
LIGHT 

ON ART 

AND 
PRODUCTION 





PHOENIX STUDIOS, INC. 


910 Francis Palms Building: Detroit 1, Woodward 1-9450 


A COMPLETE STUDIO SERVICE DEVOTED TO 
THE REQUIREMENTS OF THE ART DIRECTOR 











DESIGN 


color sketches 
mechanicals 
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(continued) 


must be skilled and well versed in tlhe 
use of his tools. His tools are many. 
First and most important, the most 
effective tool is his intelligence and ed: 
cational background. Contrary to popi- 
lar belief, the most important singie 
contribution to an artist’s success is nut 
what is usually referred to as ‘talent’. 
Talent can make him only a good tech- 
nician. It is his general educational and 
environmental background which will 
act upon him as a never-ending source 
of inspiration. The more he has seen 
and learned, the more he can apply to 
his work. The more he has _ been 
schooled in the art of “research”, the 
harder will he seek the right answer, 
the harder will the search for the bes: 
solution to each problem before him 
A good artist will never seek the easiest 
way out—each “commercial” commis 
sion, as Ben Shahn calls it, will be a 
new challenge to him. 

The responsibility for good “commer 
cial” or “business-art”, as some col 
leagues prefer to call it, lies however 
not with the artist alone. It is equally 
shared with the business man. Too 
often, business-men regard the function 
of art in advertising only as means ol 
embellishing the printed word. This 
misconception is partially due to the 
artist who succumbs to the unfortunate 
philosophy that “expediency is the 
shortest road to success”. This artist 
does not try to do an honest job, based 
on the analysis of each individual prob 
lem, but merely tries to please the desk 
pounding hero of “Executive Suite”. 
As a result, management in due course 
of time, loses respect for him. 

It is also partially the fault of the 
businessman of today who ‘seeks to 
stereotype and categorize everything 
and everybody. This businessman re- 
gards the artist as a dreaming, bour 
geois, sentimentalist whose only interest 
is to create art for art’s sake. By doing 
so, the businessman forfeits his oppor- 
tunity to take advantage of the skill 
and imagination of someone trained in 
the art of visual communication. 


Not competing with the pro’s... 


A lively and mostly very favorable re- 
action resulted from your article “R.LT. 
Art School: Professional Program, Pro- 
fessional Product”... but we were criti- 
cised, as Art Directors suspected us of 
taking away work from the professional 
designer. 

Our student work is never used com- 

(continued on page 124) 
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4 good reasons for putting new Champion 
Spark 
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Plugs in all your Farm engines 
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beer 
has it* 


* The lighter, smoother 
more refreshing flavor 
that comes from fire- 
brew ing at 2000 degrees! 
Yes, only Stroh's beer 
has it. It's America’s 
only fire-brewed beer! 


You'll like 





it’s lighter! 


headquarters for quality automobile art for over 29 years 


LADRIERE STUDIOS, INC. 


1700 CADILLAC TOWER, DETROIT 26, MICH. 
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Forewarned...! 


Don't get into the constant 

fight against deadlines with inferior 
tools—you simply can't win! 
Costly mistakes, accidents, 
“done-over” jobs can be minimized 
by using a brush engineered to 
meet every specific requirement 
for perfect shape and point, 

for “snap’ and balance. Delta's 
“Jewel” was designed by the very 
people who use the red sable 
water color brush as a basic tool 
in their work—designed for 
absolute control and response 
regardless of medium or technique. 


“jewel*” 


Delta’s “Jewel” — genuine selected 
red sable water color brush — avail- 
able at your favorite art supply dealer 
in sizes 000 — 12, from .80 to 15.50. 
Write today for free 32-page _illus- 
trated booklet ‘‘Illustration, Retouch- 
ing, Lettering with the Red Sable Water 
Color Brush.” 


119 bleecker st., new york 12, n. y. 
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WHAT IT TAKES 
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TO BE AN Arbtwah Arti 





The PAASCHE V Airbrush is designed 
for artists, illustrators and photo retouch- 
ers. Double action finger lever controls air 
and color volume. Micrometer adjuster 
provides quick setting from fine line to wide 
spray. Complete, $42.50. 
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The PAASCHE D', 
HP compressor is 
efficient as well as 
economical. Delivers 
up to 30 pounds pres- 
sure. 110 V, 60 Cy. 
motor. $54.00. 





You’ll need a length of hose with cou- 
plings, PAASCHE number A4”-6’, and a 
AASCHE MT moisture trap. $6.94. 





to 





PAASCHE easel-drawing boards can be 
used in either horizontal or vertical posi- 
tion. A beginner’s airbrush instruction k 
accompanies every PAASCHE airbrush or 
send 50¢. Other books available are: “How 
to Paint with Air” by Knaus, $3.75; “The 
Airbrush Technique of Photo Retouching” 
by King and Slade, $9.50; ‘“‘The Complete 
Airbrush Book” by Maurello, $7.95. For 
complete information on these and other 
Paasche products for artists request the 
Paasche Art Equipment Catalog from your 
nearest art supply dealer or write: 





PRASCHE wirbrush Company 


A DIVISION OF CLINE ELECTRIC MANUFACTURING CO. 
1909 W. DIVERSEY PARKWAY ~- CHICAGO 14 




















feb he brilliant talent 


in illustration with— 
draftsmanship—color—design 
— for modern advertising — 
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FENGA & DONDERE inc. 


40 EAST 49TH STREET. NEW YORK 17. NEW YORK 








PHONE: ELOORADO 5-7!55 
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Camera GALLERIES, inc. 


480 LEXINGTON AVENUE 


Memo to art directors and advertising managers 
everywhere: . 


No matter if you're located in New York or California, Camera 
Galleries is so set up that, even in a rush, we can provide you 
with photographers of wide experience and proven talent, along 
with the best possible facilities for food, interior and illustrative 


photography. This new concept in service to you offers: 


Joseph Bottwin 
Il. J. Becker 


Haanel Cassidy 
Norman Karlson 


Sales: Eldorado 5-3696 


The Stan Davis Agency, Inc. 
Robert Yarbrough 


Harry Mehalic 

















22 East Illinois Street 











Yes. It’s work . . . and 
important work, too. Pasting 
up an ad with a lot of details. 
But it isn’t the work it used 
to be since he discovered Monsen 
Trans-Adhesive Impressions. 
He loves them . . . and so does 


a } ) his treasurer. Want a sample? 


928 South Figueroa Street 


CHICAGO 11, ILL. LOS ANGELES 15, CALIF. 





806 Fifteenth Street, N.W. 
WASHINGTON 5, D.C. 
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what’s new 


FILMS AVAILABLE: A report on the ‘ilm 
library of the Museum of Modern rt, 
NYC, lists additions to the film coilec. 
tion since 1951, outlines problems of 
preserving and circulating the films. 
The collection includes foreign as well 
as U. S. films, documentaries, art fil:ns, 
TV films. Copies of the report may be 
obtained from the museum at 11 W. 
53rd St., NYC. 

LETTERING STYLES: Quickie showings of 
Regent Italic and Peoria are available 
from The Headliners Inc., 44 W. 4,th 
St., NYC 36. 

OVERLAY FILM: Morley Overlay Film is 
for use in making color separated art- 
work. It is dimensionally stable, elim- 
inates use of acetate or inking in, re- 
quires no chemicals. Material is trans- 
parent but photographs solid black. 
The amber film is placed over the key 
artwork, taped in place. A_ two-layer 
film, it requires knife cutting to remove 
the amber surface where not wanted. 
Where the amber film is left on, it pho- 
tographs black. Register marks can be 
put on the frosted plastic backing with 
India ink. Descriptive folder and sample 
from Morley Associates, 10 Fiske Place, 
Mount Vernon, N. Y. 

EXPOSURE GUIDE: Four-page pocket-size 
daylight and flash exposure guide and 
filter chart for high-speed Anscochrome 
color transparency film has been re- 
leased by Ansco, Binghamton, New 
York. Includes setting numbers for the 
new L.V.S. system and recommends fil- 
tration for still and motion picture 
films under six different artificial light- 
ing conditions. Free, but.request with 
a stamped, self-addressed return enve- 
lope. 

MULTI-UNIT PACKAGING: New thoughts on 
this subject by Arthur L. Harris, presi- 
dent of Atlanta Paper Co., are con 
tained in a reprint of a talk of his, 
“Birth of a Salesman.” This is a seque! 
to his earlier talk on “Packaging i 
Advertising.” Copies from the compan) 
Atlanta 2, Georgia. 

COLOR PHOTOGRAPHY HANDBOOK: An 88 
page book, “How To Make Better Colo: 
Pictures”, has been published by Ansco 
It features data on new high-speed 
Anscochrome color transparency and 
motion picture films. With 53 full-color 
pix it gives full data to help even the 
least experienced photographer make 
superior-quality color transparencies on 
Anscochrome film. 75¢. 

16 OZ. ACROLITE: Acrolite Crystal Clear 
Spray is now available in a giant 16 
ounce can for smudge-proofing wet 
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CORPORATION OF AMERICA 








co.oe 





Sofia Building, 

i Columbus at 61 St. 
eeeeeeeae2 eee @ 

New York 23, N. Y. 


JUdson 2-4355 


















COLOR CORPORATION OF AMERICA 


Dye Transfers * Color Processing * Type “C”’ Prints 


m If you are a discriminating Art Director 
Fe you will want this! 


COLOR CORPORATION OF AMERICA 
Sofia Buliding, Columbus at 61st 


COLOR BY COLCORA 
The Quality Color Service to the Trade 


PLANTS: 
NEW YORK: Sophia Building, New York 23, N.Y. 
43 W. 61st Street, New York 28, N.Y. Put me on your list for your new, free 32-page Information and Price Catalogue. 


JUdson 2-4355 
TAMPA, FLORIDA: 610 South Armenia Avenue, 

















. Name 
Tampa, Florida « Phone: 7-5381 
BRANCH OFFICES: Firm Position 
ATLANTA * CHICAGO s 
PHILADELPHIA * WASHINGTON, D. C, 2 Address. City State 
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“How- <3 BLACK DRAWIN G INKS 


fer every graphic need 


with the quality and performance only the name HIGGINS can assure! 
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4415—HIGGINS 
AMERICAN 
INDIA INK 
Waterproof 
Black 
The International 
Standard of 
Excellence. For 
general use. 


iss Sy HIGGINS 


ye INDIA INK 


4425—HIGGINS 
AMERICAN 
INDIA INK 
Non-Waterproof 
Black (Soluble) 
For fine line work 
and washes. 
Removable from 


plastic film by water. 
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4435—HIGGINS 
ACETATE INK 


Waterproof 
Black 


For use on 
plastic film and 
water-repellent 


drafting surfaces. 


} 





SUPER BLACK 
draw 
4445—HIGGINS 
SUPER BLACK 
Waterproof 
Drawing Ink 


An extra dense ink 
for art work with 


brush and pen. 





You have used 4415 
and 4425, now ask your 
dealer for 4435 and 4445. 
Made in the 


same tradition, { ay The basic 
they furnish <A & A ; 
a complete 


answer 
to modern 








HIGGINS INK CO. ING. Baoontyn, new york 


graphic 
needs. 

















fom SIMONSEN ART agency \ 





527 MADISON AVENUE, N. Y. 22, N. Y. 









ELDORADO 5-4295 


> 1 JANUARY 1957 


» \ Merritt Cutler 
\ representing: Charles Harper 

Joseph Hirsch 

Photography: Hy ewe Karlin 

Doris Pinney children, mother & baby py aes 

Pinney-Beecher Ned Seidler 

still life, trompe I oeil, people - 

Norman Sunshine 
Arthur Williams 





Gril Simonley Ad Arty 


humorous line illustration 

fine art, landscape, TIME covers 
scratch board, color & btw 
still life 

modern design, humorous - 
illustration 

painter of people 

delicate line illustration 
architectural renderings, people 
children—tongue in cheek 

tight illustration, general 

& industrial 

loose line & wash, people 
designer, tight & imaginative 























y 
iN y 


ANNI 





J! 


FOX RIVER OPAQ 
ANIN | = & Af 






ANNIVE 





ANNIVERSA 


















W 


IN ELEVEN FOX R 








Arctic 





THERE’S NOT 
TH 
ARCTIC 





combines wit 






to 





FOX RIVER BOND 
ENGLISH BOND 


ANNIVERSARY BOND 
FOX RIVER OP 
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ANNIVERSARY THIN CARD 
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IN ELEVEN FOX RIVER GRADES 





Arctic White is a bright, new color which 
combines with the best in design and printing 


to produce the most beautiful work. 
The finest papers for business, social 


and advertising use. 


Lithographed on ARCTIC WHITE FOX RIVER BOND, 
25% cotton, sub. 20, cockle finish. 


What's this? 

A carved ivory seal. . 
one of many 
charms which 
adorn the winter 
headgear of Alaskan 
seal hunters. 
Illustrated here by 
Artist Ralph Jahnke, 
this primitive 
symbol, according 
to legend, creates 

a friendly bond 
between the hunter 
and his quarry. 
and allows him 

to stalk his game 
without alarming it. 


Suc eer 


























custom... 


TYPE “C" 


and NEW 
COLOR-TRON 


for sales aids 


Van Camp Color Corp. 480 LEXINGTON AVE. © PL 5-5866-7 























THE LINE 
MOST IN DEMAND 
BY PROFESSIONALS 
AND AMATEURS 
ALIKE... 


Famous 
for bigh quality 


since 1868 illustration boards 


drawing bristols 
mounting boards 
show card boards 
mat boards 


At all art suppliers 
im most popular sizes. 





CHARLES T. BAINBRIDGE’S SONS 
ie 12-26 Comberland Street * Breckiyn 5, N.Y. 
ae 




















{262 BROOK AVE., NEW YORK SG, N.Y. 











WA9-3359 


STANLEY 
GLAUBACH 

















what’s new 





(Continued) 


type proofs, sketches, offset copy and 
finished artwork of all kinds. New for- 
mula is mild-odored, stays clear for- 
ever, and is guaranteed not to clog. 
Acrolite Matte Fixative for pastel, char- 
coal and pencil drawings is also avail- 
able in a 16 ounce can. 


KEYLINE BOARD: A 22 x 28” board with 
ruled blue lines at 14” intervals sup- 
plies visual guides for speedy and ac- 
curate art preparation. Blue lines do 
not photograph. “Kee-Lined Board” is 
now available in Michigan and Ohio, 
being readied for national distribution. 
Graphic Aids Inc., 402 Francis Palms 
Bldg.; Detroit, 1. 


8 WAYS TO COLOR: New booklet describes 
and illustrates five Kodak films and 
three reflection copy methods. 12 pages, 
it is aimed to help printers achieve max- 
imum reproduction quality from Ekta- 
chrome sheet and roll film, Kodachrome 
film, Ektacolor film, Type S, Kodacolor 
C.U. film, Dye Transfer prints, Flexi- 
chrome prints, and the new Type C 
material. Free, Graphic Reproduction 
Sales Division, Eastman Kodak Co., 
Rochester 4, New York. 


3-COLOR PROCESS: “New Markets for 
Color Printers” is an 8-page booklet 
suggesting new business opportunities 
available to the printer through use of 
the short-run 3-color process developed 
by Eastman Kodak Co. Free, from 
Graphic Reproduction Sales Div., East- 
man Kodak Co., Rochester 4, New York. 


TYPE SELECTOR BOOK: New type book is a 
catalog of 3000 type fonts, each set up 
line by line in every available point 
size, measured and counted in both 
picas and characters. 400 different faces 
are shown in the 394 pages, ranging in 
size from 4 to 144 points. Borders, 
numerals and decorations are also in- 
cluded. Book is loose-leaf bound. For 
further information, call Franklin Typo- 
graphers, 225 W. goth St., NYC, PE 
6-4708. 


COLOR DATA: Current copy of the Color 
Data News, newsletter of Kurshan & 
Lang color laboratories, explains the 
new Type C color print and compares 
it in cost and quality to other color 
print methods. Copies from K&L at 10 
E. 46th St., NYC 17. 


TYPE SPECIMENS: New showings of Studio 


Bold, Gracia, Mistral, Reiner Script,. 


Hidalgo and the De Roos series are be- 
ing distributed by Amsterdam Conti- 
nental Types & Graphic Equipment 
Inc., 268 Fourth Ave., New York 10, 
N. Y. e 































creative 
design 


from 







PITT STUDIOS 


in Cleveland CH 1-5037 


in Pittsburgh MA 1-7600 








Sa 








Which One Gets a Better Starch? 


NEW MOUSETRAP WITH 
BUILT-IN COUNTER 


Here’s the automatic way 
to rid your place of vermin. 
Not only catches mice 
but counts them, too. 
Adapted to all sized rodents. 
Pays for itself in a matter of 
months. Ideal for your 
own home or as a gift 
for a mouse infested friend. 
Send no money. Write 
Box RAT-12, Chicago. 


New Mousetrap 
with Built-in Counter 


Here's the automatic way to rid your 
place of vermin. Not only catches 
mice but counts them, too. Adapted 
to all sized rodents. Pays for itself 
in a matter of months. Ideal for 
your own home or as a gift for a 
mouse infested friend. Send no 
money. Write Box RAT-12, Chicago. 


"Ts above advertisement is imaginary, 


of course. But the idea it represents is strictly real. The 


Creative Approach to typography will sell more mer- 


chandise, mousetraps or marlinspikes, than the unin- 


spired, un-expert kind. Creative typography is the kind 


you get from members of the ATA. No matter what 


you say, it will read much better with ATA! 


It Pays to Set Type Right 





Advertising Typographers Association 
of America, Inc. 


Executive Office: 461 Eighth Avenue, New York City 1. Glenn C. Compton, Executive Secretary 
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Advertising Typographers 
Association 
of America, inc. 








AKRON, O. 
The Akron Typesetting Co. 


ATLANTA, GA. 
Higgins-McArthur Company 


BALTIMORE, MD. 
The Maran Printing Co. 


BOSTON, MASS. 

The Berkeley Press 
Machine Composition Co. 
H. G. McMennamin 


BUFFALO, 
Axel Edw. "Sahin Typographic Service 


CHICAGO, ILL. 
. M. Bundscho, Inc. 

Faithorn Corp. 
Hayes-Lochner, Inc. 
Runkle-Thompson-Kovats, Inc. 
Frederic Ryder Company 


CINCINNATI, O. 
The J. W. Ford Company 


CLEVELAND, O. 

Bohme & Blinkmann, Inc. 
Schlick-Barner-Hayden, Inc. 
Skelly Typesetting Co., Inc. 


COLUMBUS, O. 


































Yaeger Typesetting Co., Inc. 
DALLAS, TEX. 
Jaggars-Chiles-Stovall, Inc. 
DAYTON, ©. 


Dayton Typographic Service 


DENVER, COLO. 
The A. B. Hirschfeld Press 


DETROIT, MICH. 
Arnold-Powers, Inc. 

The Thomas P. Henry Co. 
Fred C. Morneau Co. 
George Willens & Co. 


INDIANAPOUS, IND. 
The Typographic Service Co., Inc. 


KALAMAZOO, MICH. 
Claire J. Mahoney 


MILWAUKEE, WIS. 
Arrow Press | 


MINNEAPOUS, MINN. 
Duragraph, Inc. 


NEW YORK, 

Ad Service bitares 

Advertising Agencies’ Service Co., Inc. 
Advertising Composition, Inc. 
Artintype, Inc. 

Associated Typographers, Inc. 
Atlas Typographic Service, Inc. 
Central Zone Press, Inc. 

The Composing Room, Inc. 
Composition Service, Inc. 
Diamant Typographic Service, Inc. 
A. T. Edwards Typography, Inc. 
Graphic Arts Typographers, Inc. 
Huxley House 

imoetes Ad Service 

King Typographic Service Corp. 
Linocraft Typographers, Inc. 
Master Typo Company 

Chris. F. Olsen 

Frederic Nelson Phillips, Inc. 
pee 5 Typogsphers, =a. 


Rome ee Ww. eats he I 
Harry Silverstein, Inc. 
Supreme Ad Service, Inc. 
a Arts Press, Inc. 
pographic Craftsmen, Inc. 
Tek pographic Service Co. 
Vee hae Jackson Typography, Inc. 
Kurt H. Volk, Inc. 


NEWARK, N. J. 
Barton Press 
William Patrick Co., Inc. 


PHILADELPHIA, PA. 

Walter T. Acmouene. Inc. 
Alfred J. Jordan, Inc. 
Progressive Composition Co. 
Typographic Service, Inc. 
PORTLAND, ORE. 

Paul O. Giesey Typographer 


ST. LOUIS, MO. 

Warwick Typographers, Inc. 

SEATTLE, WASH. 

Frank McCaffrey's 

TORONTO, CANADA 

Cooper & Beatty Limited 39 





TORS: JOHN Gaia 


RIB 


py 


58 Vermilio” 





~\ TUFFILM 
spray 


artist’s quality 


. 


protective 
shield 

over 

your 
drawing or 
painting 


at all art stores 


M. GRUMBACHER wc. 


482 W. 34th Street, New York 1, N. Y. 


— Uniformly priced 


> Ask for free colour chart 


produce MORE 
work in LESS 


, time with 


i Kea 


‘SL ijucikon 


Insure Accurate Results 
plus Top Quality . 
4 time enlargement and reduction 
Up to 24x24 working area 
Scale for Layouts, Finished Art 
3 Dimensionals, Illustrations, Sw pes 


ll do sometime} 


from $269.50 


The New, Compact 


TABOUR-TRAY 


@ Makes any table a 
tabouret 

Ln a size 
organizes supplies 

@ Removable palette 


M. P. GOODKIN CO. ’ $5.98 
889 BROAD ST., NEWARK 2, N. J. 

















 WESTCOTT & THOMSON 





INTRODUCES ‘MONOPHOTO’ 


First Of Its Kind In Use Anywhere 


Westcott & Thomson, Inc., of Philadelphia and New York, 
one of America’s largest typographers and platemakers 
introduces the ‘MONOPHOTO.’ This machine is a 
development of the Monotype Corporation Ltd., England. 
The arrangements were recently completed in the offices 
of Joseph Schwartz, President of Westcott & Thomson, 
with officials of the company and Lanston Monotype Com- 
pany present. Westcott & Thomson announced that the 
‘MONOPHOTO?’ will be added to its Phototypography 
department, the largest and most complete in the country. 


The ‘MONOPHOTO?’ will give to the publisher and 
advertising agency all of the beautiful English type faces 
Westcott & Thomson introduced in hot metal, such as 
Bembo, Baskerville, Times Roman, Plantin, Centaur, etc. 
The ‘MONOPHOTO?’ adds further versatility to film com- 
position by being able to set very technical material and 
provides clean, sharp type in any size or width to fit any 
layout. Phototypography furnishes final film negatives 
and positives for offset, letterpress and gravure, and will 
produce faithful reproduction, sharp in every fine detail. 





Reading from left to right: Leo P. Robertson, Lanston Monotype; Miriam Schwartz, vice president, Westcott & Thomson; Joseph P. Quigley, 
sales manager, Lanston Monotype; Mary Kramer, secretary to Joseph Schwartz; Joseph Schwartz, president, Westcott & Thomson; Carl 
C. Sorensen, general sales manager, Lanston Monotype; Jules Schwartz, production coordinator, Monotype division, Westcott & Thomson; 
Erling M. Indahl, matrix manager, Lanston Monotype; Harry Rauch, production coordinator, Linotype division, Westcott & Thomson. 


WESTCOTT & THOMSON, INC., 1027 ARCH STREET, PHILADELPHIA / WAlnut 2-6570 
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NOW “the artist... 


RAPID no 
i L M business 


LETTERING —_ | 
TO ANY anil 


While many artists in New York were 
rejoicing over the tax decision in the 
Komisarow case (see Art Direction, 
January 1957) and preparing to file for 
refunds on their New York State busi- 
ness taxes, artist Thomas Hart Benton 
and Kansas City were having a different 
experience. 
Kansas City officials read in the Aug- 
ust 6 Kansas City Star that Benton had 
been commissioned to the tune of 
$21,000 to paint two murals for the St. 


Reduced or Enlarged... Positive or Negative Lawrence power and seaway develop- | 


ment. Officials put their official heads 


. ~ | together and decided artist Benton was 
i on a wor a businessman, sent him a bill for $25.00 
s . for the municipal occupation tax. 


Benton paid the bill but issued a 
strong protest z¢ a matter of principle. 
In a letter to Art Direction artist Ben- 
ton strongly but good humoredly ex- 
plains his stand as follows: 

“I have paid the $25 tax which the 
City Hall here demanded. I paid it 
“under protest.” I also refused to list 
my residence as a “business place” be 
cause I live in a zoned area where such 
places are not permitted. This refusal 








With our newest equipment, Rapid iE 
Film-Lettering gives you a choice of F ae POR 
lettering styles in exactly the sizes - 
you need for your layouts or mechani- 
cals, eliminating the usual delays and 
expense of stats. 

No minimum. Round-the-clock 
service. Call or write for your FREE 
Lettering Styles Index today. included my telephone number. I have 

followed my attorney’s advice in this 


RAPID TYPOG RAPHERS INC. matter and so far there has been no de 


305 EAST 46th STREET, N.Y.17 « MU 88-2445 mand from the license bureau that | 
yield to the form as well as the sub 


stance of their occupational tax pro 
cedures. I don’t believe they are going 
COLOR to bother me because this affair brings 


TRANSPARENCY up a lot of questions which the license 
RETOUCHING bureau, and a lot of other people too, 


don’t want aired too much. Actually, 


assembly and photo composing : this levy on me is not truly an “occu- 
fi duplicate transpafencies : pational tax” but an “earnings tax” 
: 4 which the city has no legal right to im- 


pose at the present time. The license 


ee “is, 16 west 45 street, new york 19, n.y. bureau never taxed me for performance 
h : a during my 21 years of residence here | 
; photo retouching and advertising art till they read in the paper lately that { 


MAX J leonard forray I had received a commission from the 
22 w. 56 st., n. y. 19, circle 6-8712 PRESIDENT mu 7-4150 New York State Power Authority to 
paint a mural for $21,000. So their tax 






































EB EG- | or. 9 sere 


Curtain time is heralded by the arrival of 
Hot Shot No. 78 east bound on the 1% 
grade at Iaeger, West Virginia. Highwheeled Microphoto of the edges of 2 identical 
1242, pride of the Norfolk & Western Rail- knives. One was sharpened by an ordinary 
way is used on time freights to move mer- commercial sharpener (top) and the other 
chandise on a precise schedule. = by Lectrohone. 

inston 
Picture is 1/450th actual size of Locomotive Link Picture is 200 x actual size. 
and Tender. photography - 58 east 34th st., new york 16, n. y. 
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duplicate 
transparencies 
up to giant size 
reproduction quality or 
oomphy display quality 


bonus! 
giant transparencies & 
prints direct from your art 
without intermediate 
copy charge 


@eseeeeeeeseeegeeeaenaued 
bebell a bebell 


COLOR LABORATORIES 
Ssesepseueesespsepeeeeeeees B 


dye transfer prints 
any size up to 40” x 60” 


projection slides 
: in any size and style 
from art and transparencies 
35mm, stereos, film strips, 
& oe TV size, lantern size, 
Vu-Graph, VisualCast 


reproduction quality or 
display quality. 


mewlt!l 
for busy layout men, 
2-headed designers 
color photostats 
(6-hour service available) 


in any layout size 


direct from artwork 
or from transparencies — 
matte or glossy) 
color prints 
any size up to giants 


WAtkins 4-8573 
108 W. 24th St., New York 11 















pan not actual size 


YOU can afford 


that little ine : 


extra IMPORTED 
quality ! 
















ARTISTS’ F or 
WATER COLORS striki n g | 


A wide selection 


<crecte | contrasts 


unsurpassed 










If you have never used 
Wolff's Carbon Drawing 
Pencils, you have missed 

the thrill of drawing 

with the most responsive, 
most versatile of all pen- 
ciis. 
Wolff's Carbon Drawing Pencils can infuse a 
subject with vigor and animation. That is why 
more and more artists are making these pencils 
their choice for drawings that must be “alive” 
—and true to life. 


’ CARBON 
Use Wol i fs drawing pencils 


s 2H, H, HB, B, 28 and 38 






as to degrees of 

permanence, 
and available in tubes, 
pans and cakes. 















In degree 





902 BROADWAY, — At better stores everywhere 





oa V U. S. REPRESENTATIVES 


THE MORILLA- COMPANY 












Canadian Agents: THE HUGHES OWENS CO., LTD. Head office, MONTREAL 
Californian Distributors: THE SCHWABACHER-FREY CO., SAN FRANCISCO 
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New York 10,N.Y. @ Los Angeles 5, Calif. 
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Shoulevard 1-60» coerby won 


Caprice 12-72 pt > Ariston light 12-48 pt, medium 12-60 pt 


° 
Signal light 10-48 pt, medium 18-72 pt, black 24-72 pt 


> 12-72 pt > Reiners Black 14-60 pt 


Dynamic «»». 


There’s a choice of Berthold Scripts 

to fit any mood and occasion. 

Made by the Berthold Typefoundry of Berlin, 
West Germany. Specimens on request. 


Amsterdam Continental “Gypes ano Graphic Squipment Sne. 





268 Fourth Avenue, New York 10, N. Y. 
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RETOUCHING 





Black & White & Color 


Archer Ames Associates 


MU 8-3240 





16 E. 52 St. 








HARRY C. DECKER, INC. 


CARBRO & DYE TRANSFER 
FROM TRANSPARENCIES 
AND SEPARATION 
NEGATIVES 
° 
MU 5-4295 / MU 5-4423 


404 Fourth Ave. - Room 1507 











the artist 


(continued) 


was based not on my profession (« 

“trade” or whatever you want to call it) 
but on the fact that I had earned som 
dough. They were wrong on that toc 
because I haven’t yet earned the Ney 
York State Power Commission’s doug! 
and it will be many a month before 

do so. I could of course fight this thin; 
and take it to the courts but I simplh 
haven’t the time, or the money to pa 
all the legal fees either, which this 
course would involve. 

“I had enclosures from Sarah L. Day 
the attorney for the “case Komisarow’ 
where the practice of art is declared a 
“profession.” Out here I believe the 
majority of lawyers would object to de 
fining the practice of art as a profession 
The doctors are let in on that non-taxed 
legal enclosure but the habit of regard 
ing the artist as a kind of useless bum 
is still pretty strong in the Middle West, 
especially if the artist happens to be a 
local one. A certain admiration is given 
to the artist who manages to eat “three 
square” a day and who has a little extra 
for beverages ... but the general feeling 
is that the artist guy is “off the beat”, 
which of course he is. 

“I really didn’t know my protest was 
going to make such a furore because | 
took it up as a sort of joke on the City 
Hall which was ignorant, apparently, 
of the fact that I’ve always managed, 
year after year, to squeeze a little juice 
out of the dried up lemon of art. And 
I was protesting, I thought good hu- 
moredly, the levy of an earnings tax 
before anybody has voted permission to 
do so.” 

In a letter to the Kansas City Star 
Mr. Benton wrote, “As I see it, a rough 
future for art is ahead if artists, now 
and in the future, must pay for the mere 
right to perform. Unless they have pri- 
vate means, which is rare, creative artists 
rarely see any money which they don’t 
need for the bare essentials of life before 
they are 45 or 50 years old.” 

Mr. Benton suggests that if the tax 
were imposed only on older artists it 
would be an earnings and not an occu- 
pation tax and he writes, “The artist’s 
money returns (when he has any) come 
largely from the accidents of public at- 
tention, from personality, reputation, 
monetary fashion and from the activities 
of dealers in works of art. Some of it 
might derive from that intangible which 
is called genius, but you can’t tax a per- 
son for occupying himself as a genius 
any more than you can tax him later 
on for occupying himself as a ghost. Or 


can you? 
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Witn HEADS 
TOGETHER... 


FRANK A 
MILANESE 


A. 
SPORTELLI 


JOSEPH 
E. 
MARNET 
JAMES 
Vv. 
INDIVERI The FIVE PARTNERS 


...who manage...and operate 
INTERNATIONAL COLOR GRAVURE and 
SUPERTONE have been pooling their wide 
practical experience and technical knowledge 


MICHABL since they organized their companies in 1945. 


H. 
LEUSCHNER 
















Each of the five owners has devoted himself actively in 
rendering the reliable service needed for reproduction in 
monotone gravure and in preparing color positives... Each is 
still imbued with the spirit and will to build-up and maintain an 
unmatched reputation...Each knows how to keep production 
smooth and satisfaction high among clients. 


All this has led to the development of pleasant dealings with 
many of America’s leading advertising agencies. And the PM’s at 
these agencies know how the specialized service in rotogravure 
preparation offered by INTERNATIONAL and SUPERTONE 

helps them carry the burden of their responsibilities. 


ms we 


— : PERRET" ‘i 
oo ae BEE ; ee Cg See 












ROTOGRAVURE ENGRAVERS 
SPECIALIZING IN COLOR 


Gone Sra 


LOS ANGELES Sales Office: 232 East 4th St., Phone: MUtual 7136 









39 West 60th St. 
NEW YORK 23, N.Y. 
Phone: Circle 5-8750 










480 Lexington Ave 


SUPERTONE, INC. ‘“& york 17.N¥ 


Phone: Plaza 3-9468 


ROTOGRAVURE MATERIAL FOR MONOTONE REPRODUCTION 
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JACK WARD COLOR SERVICE, inc. 


...the world’s only color laboratory that brings you whiter 
whites, crisper, truer color in your transparencies now offers... 


Perfected 


KODACOLOR - EKTACOLOR 
TYPE C PROCESSING 


Ektachrome...Anscochrome. .. Duplicates... Slides... 
Printons...Dye Transfer Prints...Art Copies 


SEE, PHONE OR WRITE JACK WARD COLOR SERVICE, INC. 
202 EAST 42nd STREET, NEW YORK 17, N.Y. MU. 7-1396 

















“J3OBS UNLIMITED 


”? 
places more Art and Copy Personnel than any other agency 


obs un wires /eaverising personnel specialists 16 east SOth st., ny.c pl 3-4123 


the artist 


(continued) 


In another item in the Star Mr. Ber 
ton was quoted as saying it was an er 


tirely different thing for commercia| 


artists, who maintain studios, to pay a 


occupation tax. Most of Mr. Benton’; 


business is run out of New York City 


Much of his painting is done in Kansas 


City and in Chilmark, Mass. 

In an editorial the Kansas City Star 
commenting on writers and artists, with 
the Benton and other incidents ir 
mind, wrote, “Unfortunately it is the 
most dedicated and determined writers 
—those who must write and nothing els« 
—who suffer most. They may become 
fine craftsmen, in which case their works 
cannot be ignored. But their years of 
struggte too often produce a bitterness 
which is reflected in their words. 

“The picture of the writer or artist 
starving in a garret while he strives to 
great achievement is traditional. But in 
prosperous America it is an anachron 
ism that keeps the writer apart from the 
normal, optimistic life of the nation. 
even denying him the satisfactions of 
home and family. Perhaps this is one 
explanation of violent and cynical plays 
and novels in an _ otherwise happy 
land.” . 








cover designer 


Art Direction’s designer, Ken Saco, is 
also the head of his own package design 
organization. When not involved with 
tricky collapsible folding box designs, he 
is busy with a very collapsible spinnaker 
for his racing sloop, which, he quickly 
points out, has the unique record of 
never having won a single first prize or 
honorable mention. 











Change of Address. Please send an address 
stencil impression from a _ recent issue. 
Address changes can be made only if we 
have your old, as well as your new address. 
Art Direction, Circulation office, 43 E. 49th 
St., NYC 17. 
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TIS THE MAJOR FUNCTION of every man-made design to 

fit the true purpose of man and help him to perceive life 

asan integrated, balanced flow of activity in which 
his sensuous, emotional, and ideational levels coexist 











PATENT RED 


J Perfect register over- 
lays and masks on ace- 
tate, vinyl, glass and essential 


glass tracing cloth. 





art tool, 
V Transparent—‘'see 


5 i . e whe 
through" for accurate ARTISTS QUALITY M * Fris ase 1 ed. ~— 


: PATENT RED ng e ilk Sereen « ; 
register. TRANSPARENT MASKING INK = * soem Etchin.” Retouching 


ADHERES TO ACETATE « VINYL —_ Scratchboard 
~~ Photographs black for Cova oa hag iro ce 
line cuts. 


J For pen, brush, ruling 
pen, airbrush. 


M. GRUMBACHER, :... 


482 West 34th St. New York 1, N.Y. 
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FREE LANCE: DESIGN 
BOB BLECHMAN 
HAL FIEDLER 
BOB GILL 
JASON KIRBY 
HERB ROAN 
ILLUSTRATION 
BILL ASHMAN 
RUDY BASS 
JIM CARAWAY 
BILL CHARMATZ 
JIM FLORA 
LORRAINE FOX 
ANTONIO FRASCONI 
ABNER GRABOFF 
IRENE HAAS 
EUGENE KARLIN 
JOE KAUFMAN 
ED KYSAR 
ARTHUR LIDOV 
JOE LOW 
TONY SARIS 
JEROME SNYDER 
ANDY WARHOL 
PHOTOGRAPHY 
IRV BAHRT 
KETURAH BLAKELY 
LESTER BOOKBINDER 
DON BRIGGS 
CARL FISCHER 
WENDY HILTY 
BILL HUGHES 
ART KANE 
JAY MAISEL 
GJON MILI 
BEN ROSE 
LEON SCHNALL 
WALT SILVER 
ROLF TIETGENS 
DAN WYNN 
STAFF: ART DIRECTION 
RAY ARON 
ROY KUHLMAN 
HERB LUBALIN 
ARTHUR LUDWIG 
ERNEST R. SMITH 
HERB STRICKER 
STUART WILLIAMS 
DESIGN 
JOSEPH DEL VALLE 
BEBE GERSHENZON 
GEORGE JACCOMA 
HELEN LEwis 
ED MICHAELS 
FRANK WAGNER 
ILLUSTRATION 
JEFF DAVIS 
GENE Di SCALA 
GERRY GERSTEN 
BLAKE HAMPTON 
JOSEPH LOMBARDERO 
CAL SACKS 
LETTERING 
JOHN PISTILLI 
RETOUCHING 
JULIUS GALIANO 
TYPOGRAPHY 
JACK BARRETT 
KENNETH JENSEN 
MECHANICALS 
BILL BERTUGLIA 
ALEX GOLDIN 
EO KULESA 
JOHN LIPARI 
CARL PALMIERI 
BOB SIEGLER 
HIRAM ZIMMERMAN 
PRODUCTION 
JACK BAUM 
MIKE SINTAL 
LEON TADRIC 
ART BUYER 
FAY LASH 


These are some of the people who have helped make Sudler & Hennessey an outstanding source of creative art a 
design. We are proud to acknowledge their contributions . . . the well-known talents of these artists, designers a 


photographers as well as the lesser-known but equally appreciated skills of our typographic, mechanical and producti 
staffs. You can be assured of talented assistance with any graphic arts problem when you call S&H PI. 1-12 





ane DIRECTION 


Minneapolis club Best of show hon- 
fine arts award ors in the Art Di- 

rectors Club of 
Minneapolis and St. Paul fine arts 
exhibit went to the oil painting, Sev- 
enth Street South, by Ernie Turner, 
Campbell-Mithun. Here Turner is hold- 
ing his winner. Left, William Burke. 
Right, Erl Grande. The show, first in an 
annual series of fine arts exhibits, was 
held in cooperation with the local So- 
ciety of Artists and Art Directors. A 
popular vote held among spectators and 
the judges’ decisions produced widely 
varying results, except in the case of 
Emmett Morgan’s opaque water color, 
Tennessee Woman. Morgan, with Min- 
nesota and Ontario Paper Co., won sec- 
ond place in both votes. 

Other awards, (judges’ decision): first 
place for opaque water colors, Land- 
scape by Edmund Kopietz, Brings Press. 
Oils, first place, Stones by William 
Burke, Campbell-Mithun. Second place, 
oils, Gourds by Erl Grande, Batten, 
Barton, Durstine & Osborn. Transpar- 
ent water colors, first place, Willows by 


Charles Roth, BBDO. Second place, 
Rocks and Birds by George Runge, 
Artists Incorporated. 

Popular vote: First place, Harry 
Heim’s Walk in the Wood. Third place, 
Dick Ustad’s Petulant. 


Visual Communications 
conference plans 


William H. Schneider and Salvatore J. 
Taibbi, leaders of the Visual Commu- 
nications Conference, announced plans 
are underway to secure leading speakers 
for the conference luncheons and the 
general programs. The conference, sec- 
ond in an annual series, will be held at 
the Waldorf-Astoria hotel May 28-29. 
Schneider is chairman. Taibbi is busi- 
ness manager. Committee members in- 
clude Bradbury Thompson, design and 
printing; Alberto Gavasci, financial. 


Winners in the 
Rochester runoff for 
the U. S. Air Force 
Commemorative Stamp Design contest 
are (center) Frederick Helenberg, Jr., 
first place; (right) Samuel Spezio, sec- 
ond place; and (left) Harvey L. Sibley, 


Rochester 
stamp designs 
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third place. Awards were presented by 
Brigadier General Robert S. Israel, Jr., 
commander of the 32nd Air Division 
(Defense). Winslow Thompson, Roches- 
ter patent attorney, and Brigadier Gen- 
eral Israel addressed the club at the 
awards dinner. Brigadier General Israel 
discussed civil defense. Thompson dis- 
cussed the legal protection of design 
and art. 


Post Office asks 
N.Y. AD club and SI 
to redesign stamps 


The Post Office has decided its stamps 
—the regular 3¢, 4¢ etc. ones—and spe- 
cial commemoratives, could use a fresh 
look. The Art Directors Club of New 
York, the Society of Illustrators, and 
possibly the Westport Artists Group 
have been invited to cooperatively run 
a competition for new stamp designs. 
A considerable fee will be paid to win- 
ning designers. Details of the arrange- 
ment have not been settled, will be an- 
nounced in future issues of Art Direc- 
tion. This plan has no connection with 
the Air Force stamp design contest con- 
ducted by the NSAD. 


New York show 
deadline Feb. 16 


Closing date for entries into the 36th 
Annual Exhibition of Advertising and 
Editorial Art is Feb. 16. Immediately 
after deadline the show jury will begin 
selection of pieces to be hung. The 
judging is expected to be completed by 
Feb. 25. Awards will be presented by 
club president William Buckley at an 
Awards Luncheon to be held Monday, 
May 27, in the Grand Ballroom of the 
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Waldorf Astoria hotel. The show will 
be hung in the Perroquet Suite of the 
Waldorf May 25-31. An executives pre- 
view will be held May 24. Arnold Ros- 
ton is show chairman. 





Detroit club George Manne- 


honors book dealer bach, seller of 
art books to De- 


troit for go years, was honored by the 
Detroit AD club with a testimonial din- 
ner held at the International Institute. 
Jonis Gold of D. P. Brothers, chairman 
of the dinner, presented Mannebach 
with a scroll signed by nearly all art 
directors and illustrators in the Detroit 
area. The 75-year-old book dealer, born 
in Mannheim, Germany, also received 
a television set. Picture shows him 
(seated) being congratulated by Ralph 
Breding, vice president, executive AD 
at J. Walter Thompson Co. 


Edgar Roth Tomm Ross, 
Pittsburgh’s president left, Pittsburgh 

club’s retiring 
president, smiles congratulations on 
Edgar Roth, newly elected president of 
the Art Directors Society of Pittsburgh. 
Other officers named for the club’s sec- 
ond year of existence include Nat 
Youngblood, vice president; Lawrence 
McCarty, treasurer; Virginia Hubach, 
secretary; Tom Ross, Walter Thomp- 
son, Carl Wilson, executive committee. 


52 







































FIFTIETH ANNIVERSARY * UNITED 


30W04 WIY S2L¥iS 


UNITED STATES — ; 








Charles Dickinson 





Durwood I. Lapham — Arthur G. Browne 





JO™ANNIVERSARY OF 


Bill Childs 


Leading designs These five de- 
for Air Force stamp signs are the top 
winners in the 
USAF fiftieth anniversary commemor- 
ative stamp contest. Top award, to be 
selected by Air Force and Post Office 
Department officials, will be presented 
by Secretary of the Air Force Donald 
A. Quarles at an Awards dinner to be 
held Feb. 20, 6:30, at the Society of 
Illustrators, 128 E. 63 St., New York. 
A limited number of reservations are 
available at $10 each, including cock- 
tail. Checks should be mailed to Miss 
Janet Brewster, New York Art Directors 
Club, 115 E. 40 St., New York 16. 

The three top designs, one of which 
will be chosen for the stamp, are by 
Alexander Nagy, Jr., Baltimore club, 
chief of visual presentations for the Hq. 
Air Research and Development Com- 
mand; Charles Dickinson, Detroit club, 
AD at Grant Advertising; and Richard 
Blakemore, Cleveland club, AD at Pitt 
Studios. 

Honorable mention was given to two 
designs. One is by Bill Childs of the 
Atlanta club. The other is by Durwood 
I. Lapham and Arthur G. Browne of 
the Seattle club. They are members of 
Associate Artists. 

The five leading designs were selected 
by a judging committee representing the 
NSAD, .the Air Force, the Air Force 
Association, and the National Federa- 
tion of Stamp Clubs, Inc. Representing 
NSAD: Roy Tillotson of New York, 
Gordon Aymar of Connecticut, Guy 
Fry of Philadelphia, Arthur Hawkins 
of New Jersey. Col. Dean Hess of USAF, 
Julian Rosenthal of the Air Force 
Assn., and Harry L. Lundquist, chair- 
man of the National Federation of 
Stamp Clubs, completed the judging 
committee. 
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saltimore club 
ponsors cartoon 


altimore Art Directors club has spon- 
red a contest to develop a cartoon 
varacter symbolizing the work of the 
»overnor’s Committee to Keep Mary- 
ind Beautiful. Winning artist will re- 
ceive a trip to the Visual Communica- 
tions Conference in New York and a 
plaque engraved with the winning de- 
ign. Gov. Theodore R. McKeldin, Jr. 
presented awards at a luncheon, Mon- 
day, Jan. 14. Names were not available 
at press time. John E. Clark was chair- 
man of the committee. Judges included 
Earle R. Poorbaugh, state director of 
information; William E. Prince, Mary- 
land Institute; Jack Wells, WCBM and 
WMAR-TV personality. 


LA club screening 
for Feb. show 


Los Angeles club’s show chairman Bob 
Magee announced more than 2000 en- 
tries are now being screened for the 
12th Annual West Coast Exhibition of 
Advertising and Editorial Art. About 
300 pieces will be sent to the Art Direct- 
ors Club of San Francisco for final 
screening. Acceptances will be mailed 
early this month. The exhibition will 
carry about 200 pieces from artists and 
art directors in 11 western states. Judg- 
ing will be in February. The exhibit 
goes on display for a month beginning 
Feb. 27, at the California State Museum 
of Science and Industry, Los Angeles. 


chapter clips 


Baltimore: The club joined seven other 
graphic arts associations to cosponsor 
Printing Week activities George 
\dams, AD at The Joseph Katz Co., ar- 
ranged the club’s January meeting. Sub- 
ject: Art Direction in Television . . 
New masthead for club’s monthly News- 
letter was designed by Bill Schneider... 
\ series of sketch classes will be spon- 
sored by the club...New member 
George Menkel is AD and artist at 
\rthur Thompson Co... . 


los Angeles: Member Ren Wicks, who is 
president of the Los Angeles Illustrators 
Club, discussed Sex in Advertising, for 
the Dayton Art Center and the Chicago 
\D club... Recent club meeting heard 
Charles Luckman, former president of 
ill American companies of Lever 
Brothers and now a partner in the Los 
Angeles architecture firm Perefra & 
Luckman... New members are Charles 
Estvan, Jr., AD at Barnes Chase Co.; 
Douglas Kennedy, AD at Hixson and 
Jorgensen; Les Mason, AD at Allen, 
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Dorsey & Hatfield; Daniel M. Partain, 
AD at Buchanan & Co.; Ernest H. Sted- 
man, AD at Welton Becket and Associ- 
ates... Club has been quite busy filling 
speaker requests from City College, L.A. 
Trade Technical School and U.C.L.A. 
..- Tom Jennings of the advertising art 
dept. at U.C.L.A. organized club mem- 
bers to help with student portfolios... 
Speakers noted what graduating stu- 
dents should include, later another 
group of club members reviewed com- 
pleted portfolios. . . . 


New York: The club’s traveling exhibit 
rated raves from Rome, Casablanca and 
Rabat. From Tel Aviv, by way of U. S. 
Informtaion Service: About 20,000 saw 
the exhibit and curator wrote that the 
exhibition was prolonged because of the 
enthusiasm greeting it. Schools had 
many conducted tours to the exhibit, 
especially the Bezalel School of Art. 


Philadelphia: Recent speaker at club 
meeting was Pierre Martineau who has 
spent 30 years in advertising research 
and marketing. He’s director of one of 
the largest research departments in the 
country—at the Chicago Tribune. 


Washington: This month’s meeting will 
mark club’s first luncheon gathering at 
meeting time. It was decided to hold 
luncheon meetings as a way of inducing 
management to attend. William H. 
Schneider, chairman of the 1957 Visual 
Communications Conference, will speak 
on How Management Can Get More 
Out of Art Directors, and Vice Versa. 









Tye Boston Globe 


has news for you! 






The Boston Globe, 
in a fight to take 
over the readership 
of defunct Boston Post, uses an outdoor 
poster campaign utilizing this basic de- 
sign. This, the first of the series, ap- 
peared in go locations in the Greater 
Boston area. Each eight-day period, a 
different overlay was inserted over the 
row of figures, leaving a figure on each 
end. The overlay each time was in type 
and emphasized a newspaper depart- 
ment. John Donnelly & Sons designed 
the posters. Jacques DunLany is director 
of creative activities for the company. 


Boston paper's 
poster campaign 
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Huseman named AD 
for H. J. Kaufman 


Henry J. Kauf- 
man & Associ- 
ates, Washing- 
ton, D. C. advertising and public 
relations agency, has appointed Frank 
C. Huseman, Jr., graphic designer, as 
art director for the firm. Huseman will 
continue on the faculty of the Corcoran 
School of Art where he teaches typo- 
graphy, advertising and graphic design. 
He is a member of the NSAD, the Amer- 
ican Institute of Graphic Arts. 
Executive AD for the 
Eugene T. Hoover. 


agency is 


Package Design exhibit 
thru Feb. 20, Cooper Union 


Package Designers Council's Third 
American Package Design Exhibition 
award winners will be announced Feb. 
15 at a luncheon to be held at the 
Plaza hotel, New York. Some 60 awards 
will be presented. The show is on 
exhibit at Cooper Union Museum for 
the Arts of Decoration, Cooper Square, 
Fourth Ave. and Seventh St., New York. 
It is open to the public at no charge 
from 10 a.m. to 5 p.m. Mondays, Wed- 
nesdays, Fridays and Saturdays. Tues- 
days and Thursdays the show will be 
open from 10 a.m. until 9:30 p.m. 


New Gallup-Robinson 
research project 


A new research project called the 
Mirror of America and said to be the 
first international laboratory for activa- 
tion research, has been established in 
Hopewell, N. J. by Dr. George Gallup 
and Dr. Claude Robinson. The new re- 
search activity, planned after three years 
of testing, will be a method of identi- 
fying the types of advertising which sell 
the most goods. 
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Now try it 
on these » 





This series of illustrations for Log Cabin Syrup carries out the 
increasing trend toward practically captionless photography. 
Product-in-use pictures in full color remind reader of usual uses, 
suggest new ones. Although eye naturally falls on use pictures first, product picture 
plus red type heads reinforce sale. Captions are only a short line each, still product 
name is mentioned often. Agency: Young & Rubicam. Designer: Carl Lins. Photo- 


Photog’s story 
keys ad 


grapher: Irving Penn. Copywriter: Avis Van Dyke. 





W. A. Dwiggins dead 


Type designer William Addison Dwig- 
gins, 76, designer of such faces as the 
Metro series, Caledonia, the Electra, 
and the new Alexandria, died recently 
at his Hingham, Mass. home after suf- 
fering a stroke. In 1929 he won a gold 
medal from the American Institute of 
Graphic Arts for his contributions to 
the fields of type and book design. He 
studied type designing under Frederic 
Goudy, designer of the types which bear 
his name. Dwiggins joined the Mergen- 
thaler Linotype Company in 1929 and 
remained there until his death. His spe- 
cialty in the 1920s was advertising typo- 
graphy and design. Later he included 
book design and created about 20 books 
annually. He wrote Layout in Advertis- 
ing, a major book in that field. 


Adox b/w film 
cuts price 


Germany's Adox 35 mm b/w film is 
now available in the United States at 
lower prices. Adox now comes in new 
2o-exposure cartridges of KB-14 and 
KB-17. All of the films have an ex- 
tremely thin, fine-grained emulsion on 
a safety base. Prices and further informa- 
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tion on Adox are available from E. 
Leitz, Inc., 468 Fourth Ave., New York 
16, and franchised dealers. 


Communiscope tests 
ad readership 


A new method of testing print adver- 
tising impact has been developed by the 
Advertising Research Foundation. 
Called Communiscope, it is both a 
method and a machine. As a machine, 
it consists of a portable slide projector 
to which is attached a timing device 
and a tape recorder. As a method, the 
machine shows the picture of an ad to 
be tested and its tape recorder takes 
down the interviewee’s comments. A 
timing device limits the showing of each 
ad. Interviewee is asked if he recog- 
nized ad and if he can name the brand. 
Interviewee is then asked what he re- 
members, in more detail. 

Communiscope was designed by 
Foote, Cone & Belding. Dr. Darrell B. 
Lucas of New York University has been 
experimenting with varying methods of 
getting truest response. 

The new machine-method was devel- 
oped in answer to lacks in present test- 
ing methods, according to Sherwood 
Dodge, chairman of ARF’s printed ad- 


vertising rating methods committee, and 
vice president and general manager of 
FC&B. He said that the Gallup-Robin- 
son method was understimulating, and 
the Starch method overstimulating. 


Packaging’s importance 
stressed to ad club 


Creative modern packaging can doubie 
effectiveness of the ad dollar. A good ad 
begins a sale and a good package coni- 
pletes it. The package should catch the 
eye and recall the ad. These poinis 
were made by Gustav L. Nordstromi, 
Chicago, executive director of the Folc- 
ing Paper Box Association, in an ai- 
dress before the Advertisers’ Club of 
Cincinnati. 

The most important part of selling 
is identification at the point of sale, he 
said. Although good advertising can sell 
a good product in a poor package, good 
advertising can be twice as productive 
in a good package. 


Real “natura! 
color” is used 
by Minneapo 
lis art director Ken Krom who, com 
bines his woodsman hobbies and paint 
ing with substances taken from th 
woods’ offerings. Berries, nuts, flowers 
mud, feathers (from a bird sanctuary 
are all used by the 29-year-old artist, AI 
at Kerker Peterson Hixon Hayes, Inc 
Minneapolis agency. Fresh effects ar 
obtained with sunflower centers, Kron 
found, if they are used to apply pig 
ment. Other tools used in lieu of ordin 
ary brushes include roots, wood slivers 
sharpened wood chisels. Red_ berries 
give red or orange color, green berrie: 
supply yellow, and two colors come 
from blueberries—green from the pulp 
and blue or purple from the skin. 


AD Krom paints 
with “natural color’ 
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Booklet using 
cartoon art 
and arranged 
(and written) for easy comprehension 
explains high fidelity—and client's prod- 
uct—to general public. Jack Golden and 
Mel Harris of Designers 3 did this whole 
booklet for University Loudspeakers, 
Inc. Golden and Harris designed the 
booklet, Harris did the cartoons, both 
did research and wrote all the copy. Un- 
usual complications in this job (unusual 
for art directors) arose from the nature 
of the copy which the artists wrote. 
Chey had much research to do on the 
history of loudspeakers, had to check in- 
formation with engineers at University, 
had to use simple but truly informative 
language for readers. Fortunately, De- 
signers 3 do the advertising for client 
and both Harris and Golden are hi-fi 
owners, so they were most familiar with 
subject. 


Popularizing 
technical information 


TV commercials 
criticized by Lever 


Lever Brothers, who spent over $10 
nillion in 1955 for both network and 
spot time, has announced a series of 
Vv criticisms concluded from a_ study 
nade by the company and its agencies. 
Che following are what is wrong with 
elevision, according to Lever: 

There is not enough being done on 
the study of color film. Set design, al- 
hough comparatively simple, is com- 
paratively expensive. Not enough ex- 
perimentation is being carried on by 
film producers in order to better the 
juality of films. All those clever devices 
which grab the viewers’ attention some- 
times work at opposite ends from mem- 
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ory-retention values of ads. Too much 
variation in quality of film transmis- 
sion. When films are shown with live 
shows, the films’ poor quality is high- 
lighted. 


Design group 
integrated at Convair 


A new Astronautics operation division 
at Convair Division of General Dyna- 
mics Corp. has set up a department of 
communication to include all design 
functions as well as all other forms of 
communication. The department's re- 
sponsibilities will include motion pic- 
ture photography and photoplay pro- 
duction, still photography, design styl- 
ing for all graphics, graphic reproduc- 
tion, publications production (except- 
ing manuals and technical reports), pre- 
sentations, local displays and exhibits, 
local advertising, community relations. 

Charles T. Newton, formerly man- 
ager of promotion and graphic services 
at Convair’s general offices in San Diego, 
has been named department manager. 
His functions will be on the same level 
as other principal department heads 
and he reports to astronautics manager 
J. R. Dempsey. Reporting to Newton 
will be sub-department heads for each 
of the fields integrated in the communi- 
cation department. 

Note to designers, artists: Specialized 
talents outside the company will be 
used. 
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Sahrbeck named vp AD Everett 


Reach, Yates & Mattoon W. Sahrbeck, 
who has won 


recognition for commercial art from 
the Art Directors Club of New York 
and the American Institute of Graphic 
Arts and received jury awards for his 
fine arts painting, has been elected vice 
president in charge of art at Reach, 
Yates & Mattoon, Inc., Newark, N. J. 
He will continue as the agency's senior 


February 1957 


art director and secretary of the corpor- 
ation. Sahrbeck began working for the 
agency in 1934 as production manager. 
Later he changed over to the art depart- 
ment where he was responsible for the 
art planning of many campaigns which 
achieved national récognition. 

He is a member of the Art Directors 
Club of New York, the American Water- 
color Society, the New Jersey Water- 
color Society, the North Jersey 12, the 
Verona-West Essex Art Association, 
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This is a polar- 
ized - negative 
self portrait of 
Jim Brown, Chicago photographer, 
against a panel of delicately grained 
butternut wood. Richard B. Stem, Inc., 
New Albany, Ind., manufacturer and 
distributor of rare veneer paneling, is 
using a campaign featuring six nation- 
ally known Chicago photographers in 
their versions of how to show off a cer- 
tain paneling. Each photographer uses 
a self portrait and a stylized version of 
a wood paneling. Each photographer 
also gives a short testimonial on the 
effectiveness of the paneling for a “back- 
ground for elegance’ —theme of the 
campaign. John E. Von Dorn, AD for 
Stem, drew up the campaign to run 
monthly in a series of b/w double 
spreads in Architectural Record. 


Chicago photog 
in wood promotion 


Squared-off styling 
trend in appliances 


The round look in appliances, referred 
to as “the old-fashion bulbous look” by 
a Philco man, seems to be losing ground 
to the squared-off look this year. Accord- 
ing to a survey of manufacturers by 
Advertising Age, most of the country’s 
appliance makers will characterize their 
new fashions as “straight-line,” “sheer- 
look,” “square styling.” Uniformity of 
appearance in each line of home appli- 
ances also is gaining. Only four out of 
the 13 manufacturers queriec replied 
that they would be showing rounded- 
line appliances. — 











NBC uses a birdy series 
of telops (made by Ed- 
stan Studios) to pro- 
mote their tv programs. Here are The 
Perry Como bird, the Sid Caesar bird, 
and the George Gobel dirty bird. The 
telop series connect by quick dissolves. 
Clever copy keys the fresh and appeal- 
ing art. ADs: John Graham and Al 
Sherman. Abner Graboff, artist. Chilton 
Ryan, copywriter. 


These birds 
are on NBC 





This busy ad de- 
signed to promote 
excitement for new product is typical 
of the whole campaign for Hit Parade 
filter cigarets. Animation comes from 
models, type set at angles and curves, 
arrangements of all the elements. This 
ad was prepared by BBDO for news- 


Busyness back 


papers. AD: George Sanders. Leonard 
Balish, photographer. Ruth Ebling, 
model. 


ARF research book 


Advertising Research Foundation has 
% 


published a Bibliography of Theory and 
Research Techniques in the Field of 
Human Motivations. Copies of this re- 
port, the largest specialized _biblio- 
graphy in social research, have been 


mailed to ARF _ subscribers. Nonsub- 
scribers pay $5. Write the foundation 
at 3 E. 54 St., New York 22. 


ATI March show 
to interest art buyers 


Advertising Trades Institute is sponsor- 
ing a new Advertising Art, Photography 
and Modern Reproduction Show March 
26, 27 and 28 at the Biltmore Hotel, 
New York. Some 4000 buyers are ex- 
pected to attend this business show for 
creative advertising. Thomas B. Noble, 
chairman of ATI, announced photo- 
prints of the master floor plan are avail- 
able to prospective exhibitors. Write the 
institute at 135 E. 39 St., New York 16. 


Baltimore museums 


Old Masters Prints will be on view at 
the Baltimore Museum of Art until 


March. A showing of Public School Elc- 
mentary Art will be held until Feb. 2... 
Feb. 23 dates the opening of the Cone 
Wing. Leo Lionni will address spect: - 
tors at the opening of two shows Marc’ 
5: Design and Printing for Commerc: 
and the Fifty Advertisements of the Yea 
At the Walters Art Gallery an exh 
bition of masterpieces from the classica 
collection will be held through March 1¢ 


ATF reports 25% 
increase in sales 


Type sales were upped by 25 percent 
by American Type Founders Co., Inc 
in the six-month period ending Sept. go, 
1956. The sales trend rose with the es- 
tablishment of ATF’s franchised type 
dealer organization, reported Jan Van 
der Ploeg, director of ATF’s type divi- 
sion. The use of display type is becom- 
ing increasingly important in producing 
individuality and artistry in printing, 
he noted. 

ATF executives are presently touring 
dealer headquarters to inform salesmen 
on the use of new display type faces. 





introducing CARERS .. heh proc tht prt COLORS on cottons! 





Warm, interesting 
photograph keys campaign 


ms range -f clon that mane pment rettinn fern te 


—, 


ratte CRANSTON 


deoviped for Mane — BF 


Theme of campaign for Cranston Print Works, in 
troducing new Colorspray fabric printing process, 


this double spread design features photograph of 
interest and warmth. Interest is achieved by the arrangements of elements in the 
photograph, highlights, shadows, textures. Central figure of believable painter who 
lends warmth and believability to whole, is that of Mr. Fundik, a photo retoucher by 
trade. He models through Pat Allen agency. Ad copy, summed up in head and sub- 


head, and photograph reinforce each other. Daniel and Charles, Inc., 


agency. AD: 


Dominick Abusto. Photographer: Lester Bookbinder. Copy: Joyce Ferry. 
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This red and 


Best design package 
illustrates name yellow Scotch 
plaid package 
for Tartan Suntan Foam took top hon- 
ors in the miscellaneous personal prod- 
ucts group, 43rd annual package contest 
sponsored by the Chemical Specialties 
Manufacturers Association, Inc. Freder- 
ick G. Lodes, chairman of the aerosol 
package contest committee, presented 
the award to Gordon Riha, AD for 
McKesson & Robbins Laboratories. His 
staff designed the package. Riha accept- 
ed the award for Leon Danco, product 
manager of Laboratories Division, pro- 
dlucers of the suntan foam. 


Crowell-Collier staff 
asks settlement 


kmployes of the Woman’s Home Com- 
panion and Collier’s, the two magazines 
who stopped publication with the Janu- 
ry issues, have asked for leave settle- 
ments based on similar payments made 
» American magazine’s staff at the time 
{ that publication’s death. Although 
committee appointed by employes had 
‘ked Crowell-Collier management for 
iscussion on settlements, up to Art 
irection’s presstime C-C had refused 
» discuss the issue. 

A negotiation committee headed by 
airman Pen Kimball and members 
iheodore White and Eugene Rachlis 
id asked for two week’s pay plus pay- 
ents based upon length of employ- 
ent for each employee. American’s 
aff received this consideration. Cutoff 
n the length-of-employment payments 
as placed at 26 weeks. Kimball said 
utoff time for the other two publica- 


tions’ employes was a negotiable item. 
He noted that something should be 
done for employees who had spent the 
greater part of their working lives at 
Crowell-Collier and because of age con- 
sideration in today’s market would find 
it difficult to find employment elsewhere. 

After several weeks of fruitless re- 
quests for settlement discussions, the 
employees have retained as legal coun- 
sel the firm of Landis, Taylor & Scoll. 
Landis is the former chairman of the 
Securities & Exchange Commission. Tay- 
lor was prosecutor at the Nuremberg 
trials. 


SEC investigations 


Crowell-Collier is also having its trou- 
bles from another quarter. The SEC has 
opened a public investigation of the 
sale of $4 million in C-C debentures 
during the last two years. No public 
information was released at the time of 
the debentures offering, since C-C told 
SEC that the sale was under a private 
offering clause and a limited number 
of individuals were buying the deben- 
tures. If the debentures were offered 
to the general public, the company 
would have had to make public infor- 
mation on its corporate finances. 

SEC is interested in finding out if 
regulations were broken by either one 
or two or both of the following facts: 
the large number of debenture buyers; 
the conversion of most of the deben- 
tures. The converted shares have been 
offered on the open market. Elliott & 
Co. placed the debentures. Edward L. 
Elliott, a partner in the brokerage firm, 
was a board member of Crowell-Collier, 
but resigned last fall. Chicago financer 
J. Patrick Lannan, new board member 
of C-C and chairman of the executive 
committee, bought the largest block of 
shares, it is reported. 

Of the more than 7000 employees 
affected by the demise of the publica- 
tions, some 2500 will go with Crowell- 
Collier Readers Service to Cowles 
Magazines. Cowles has also purchased 
Collier’s. Price of the two properties 
was $1.6 million. Crowell-Collier’s book 
division, record division and radio sta- 
tion KFWB in Los Angeles still employs 
another 2000. Future of the remainder 
of the employes is uncertain. 


Art personnel affected 


Art Direction’s presstime latest on the 
status of art personnel at Collier’s and 
Woman’s Home Companion: 

Collier’s AD Leonard Jossel, assistant 
ADs Greg Bruno and Robert Hines, 
still at liberty. Jack Pellew, art buyer, is 
now teaching at Famous Artists Schools, 
Westport, Conn. 
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William O. Chessman, editorial pro- 
duction director of Crowell-Colliers, is 
at liberty after 32 years with C-C. 

Lou Sardella has joined Irving Wer- 
bin Associates. 

Woman’s Home Companion AD War- 
ren Stokes and assistant ADs Leslie 
Brooks, Al Peterson and Al Grossman, 
not placed yet. Type director Egon Mer- 
ker is now placed with Young & Rubi- 
cam. Photo editor Dick Okomoto, art 
production’s Sue Taylor and ‘Mirko 
Cerar, and art secretary Edith Lambkin, 
who filled that post for go years, are 
still not placed. 

Crowell-Collier promotional art de- 
partment director Al Behar is still at 
liberty. His staffers Dick Davy and Jo 
Suplina are now with Reader’s Digest. 
David Gordon has joined Magazine 
Management Co. 

An employment service has _ been 
formed at Crowell-Collier, 640 Fifth 
Ave., with Vince Lockhart in charge 
of editorial and art enquiries. There 
will be a telephone answering service 
at the company, PLaza g-1000, to handle 
inquiries. 





Actor caricatured Eddie Mayehoff, 
for tv spot the voice for Fal- 

staff Beer’s “Old 
Pro” in the tv commercial series, pro- 
vides model for the “Old Pro” himself. 
The tv series is built around situation 
comedy and a coach (Old Pro). The 
spots appear on professional football 
games televised in 21 market areas from 
New York to California. Agency: Dan- 
cer-Fitzgerald-Sample. Playhouse _ Pic- 
tures produces the series. Storyboards 
are from the agency. Design: Chris 
Jenkyns-Sterling Sturtevant. Animation: 
Bill Littlejohn, Bill Higgins, Cecil 
Beard, Bror Lansing. Director: Bill 
Melendez. 
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Honeycomb theme New label design 


for honey label by J. Chris Smith 
Design Associates, 


Los Angeles, for B-Z-B brand honey fla- 
vor syrup. Four-color label uses die-cut 
which allows bottle’s contents to be- 
come part of label design. 


BALTIMORE & OHIO RAILROAD 
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A giant billboard 
Chicago landmark three railroad 

freights long 
neon-lights the Baltimore & Ohio build- 
ing near Chicago’s new Congress Ex- 
pressway main entrance. “Baltimore” 
and Ohio Railroad” in six-foot neon 
letters use B&O trademark color, blue. 
Also lighted by B&O letters is the build- 
ing’s bell tower built in 1890 to house 
an 11,000-pound bell. The white fluores- 
cent letters are 10 feet high and appear 
on all four sides of the tower. Federal 
Sign and Signal Corporation, pioneer 
engineer and manufacturer of electrical 
outdoor spectaculars, designed and pro- 


B&O lights 
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duced the railroad’s family of outdoor 
signs. The billboard is 143 feet long, 
contrasting greatly with the usual 50- 
foot billboard. The neon letters are 
backed by porcelain enamel for high 
daytime visibility and can be read for 
16 blocks in Loop traffic, and seen for 
more than three miles. Eighteen flood- 
lights illuminate the billboard which 
will be changed periodically to feature 
different B&O services. 


Animation, Inc. sues Saul Bass, 
Mike Todd, for $250,000, alleging 
piracy; Bass countersues $500,000 
charging libel 

Animation, Inc. has filed a $250,000 suit 
for damages against producer Michael 
Todd and designer Saul Bass, charging 
“outright plagiarism.” Earl Klein, presi- 
dent of Animation, Inc., said the epi- 
logue of the movie, Around the World 
in 80 Days, was conceived and executed 
by his firm. This is a five-minute pres- 
entation of picture credits in cartoon 
form. Klein said this work was “obvi- 
ously based” on the firm’s storyboard, 
consisting of almost 100 original paint- 
ings, all created by Animation staff with 
the exception of certain historical en- 
gravings believed to be copyrighted by 
author and publisher Lucius Beebe, Vir- 
ginia City, Nev. 

The suit states that Saul Bass has been 
“falsely credited” with authorship of the 
epilogue. Todd was accused of “piracy” 
and Animation stated that although he 
was given advance warning of the suit, 
he “arrogantly used Animation’s story- 
board without giving proper credit or 
payment.” Klein said the series of al- 
most 100 paintings he charged formed 
Around the World’s epilogue was pre- 
sented to Todd last May and “received 
his enthusiastic approval. In fact, he 
kept them and still has them.” 

Animation, Inc. asks $100,000 dam- 
ages, $150,000 punitive damages, and 
petitioned Superior Court, Los Angeles, 
to enjoin Todd from further showing 
the film with the Saul Bass picture cred- 
it for the epilogue. The epilogue has 
received special commendation from 
film critics reviewing the movie. Los 
Angeles Times drama editor Edwin 
Schallert noted that it represented “the 
height of ingenuity in animations.” 
The same paper’s film critic Philip K. 
Scheuer noted, in writing of the movie, 
that the epilogue is “the cleverest thing 
of all.” 

Todd’s attorneys, Stillman and Still- 
man, have filed a no-liability answer to 
the suit. A detailed statement from Mr. 
Todd was not available to Art Direction 
in time for this issue. It will be printed, 
if received in time, in the March issue. 


As Art Direction went to press the 
following wire was received from Wi.- 
liam Blowitz, Maskel and Blowitz, Los 
Angeles. 

“Saul Bass, nationally renowned art 
director and designer of the epilogue for 
Mike Todd’s “Around The World in 8») 
Days”, has given instructions through hi; 
attorneys, Steinmetz & Murrish, for in 
stitution of a libel suit for $500,00 
against Animation, Inc., and Earl Klein 
Animation president . . . Mr. Bass’s ac 
tion was prompted by recent charges by 
Klein that his organization was the sole 
“creator”, “originator” and “conceiver’ 
of the epilogue which is one of the high 
lights of the widely acclaimed film, and 
which Klein claims Mike Todd and Bass 
“plagiarized.” 

“In following this course of action, Mr. 
Bass, winner of more than 40 national 
design awards and widely recognized for 
his innovations in the design of motion 
picture titles in such films as “Carmen 
Jones”, “The Man With The Golden 
Arm”, “The Seven Year Itch”, stated, 
“We are suing Earl Klein and his com- 
pany because they have falsely, libelously, 
and wilfully grossly distorted my rela- 
tionship to the creation and design of 
the epilogue. I cannot pretend to know 
what was in Mr. Klein’s mind in under- 
taking his current course, but in mis- 
representing the designing of the epi- 
logue, Klein will learn by hard law in 
the courts that he cannot lie with im- 
punity.” 

Mr. Bass left for England mid-January 
to meet with Otto Preminger to discuss 
the title treatment and general ad and 
promotion campaign for “Saint Joan” 
which Preminger is currently shooting 
in London. 


ADs slugged in newsletter 


“Why do we continue to carry on those 
annual voodoo rituals of ‘judging’ the 
best ads by handpicked big-name _has- 
beens? How can semi-senile old fogies 
possibly be empathetic to young, virile 
consumers, often born two whole gen- 
erations later?” 

Harry Singer, merchandising counsel- 
or and head of the organization bearing 
his name, takes this and other potshots 
at art directors in the January issue of 
his newsletter, “What's New in Mer- 
chandising.” 

He calls “Over-sophistication in art 
and copy...one of the most costly 
curses of our business”, Waldorf-Astoria 
award dinners nonsense, a_ travesty, 
monkeyshines and a waste of time and 
money. 

To support his attack on ADs he 
cites Dr. Flesch’s dictum that the more 
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picture looks like a photograph, the 

ore easily it will be understood by the 
ublic. He condemns ads aimed at 
Joodstock and Westport instead of 
oria and Pawtucket. He cites an inci- 
‘nt concerning the New York Art 
irectors Club which had a series of ads 
idged both by professional ADs and 
1en, at Macy’s, by the consumer, with 
he result that “Any similarity between 
he ballots of these two groups was. 
rictly coincidental and the most ex- 
pensive indictment yet of professional 
advertising judgment.” 

Mr. Singer’s attack on AD judgment 
yas just part of his overall attack on 
waste in advertising. 

On the constructive side he proposes 
that “To maintain today’s position to- 
morrow, agencies must convert them- 
selves into department stores of market- 
ing, with merchandising their number 
one department.” 

Basis of his attack on the judgment of 
\Ds and other advertising pros is that 
they are too professional, too out of 
touch with the market. He suggests the 
best way to judge ads and to award 
prizes for the best ads would be a con- 
sumer poll. He specifically proposes 
that the Magazine Publishers Associa- 
tion raise a fund of $2,000,000 annually 
to increase the effectiveness of all adver- 
tising and that “each participating pub- 
lisher immediately insert, in every issue 
henceforth, a double postcard. One 
card would explain to the reader that 
there are $1,000,000 worth of prizes for 
the best 25 words telling why they liked 
which ad in the issue best (or which 
gave them the best buying impulse). 
[he other card would be the return 
card.” 

After tabulating, every year the entire 
advertising profession would know, Mr. 
Singer asserts, the grand winning ads 
out of all classifications, the winning 
ads in each product classification, and 
could tell which agencies knew the most 
ind which the least about their business. 

Mr. Singer is open for comments. 


Albert Dorne collection 
at Westport library 


The $125,000 Albert Dorne File and 
Picture Collection has been  perma- 
ently loaned to the Westport public 
ibrary. Dorne is a leading advertising 
‘rtist and illustrator and president of 
famous Artists Schools. The collection 
represents 30 years of compiling pictor- 
al research material. A past president 
f the Society of Illustrators, Dorne has 
iccumulated about 300,000 separate pic- 
ures and drawings in all categories. 
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CHEMSTRAND NYLON § 


High fashion excitement To up the sales of nylon stockings for client Chem- 
in stocking ad strand, agency Doyle Dane Bernbach’s fashion depart- 

ment dreamed up merchandising stockings in color. 
Head, which reads, “fashion says: discover an intriguing new you . . . with the 
new Nylons in Color,” sets tone of art which uses high fashion model, shows 
thought of colored stockings as complement to make-up by photographing model 
through warm rosy shade. Copy incorporates idea of using color for legs “as you 
do for your -face.” AD: William Taubin. Photographer: Wingate Paine. Model: 
Susie Parker. Copywriter: Judith Protas. Typography: Diamant. Engraving by 
Knapp Colorplate from dye transfer for The New Yorker. 





graphy above copy illustrates copy’s 
point. Each ad makes just one point, in 
one or two sentences written in straight 
news teletype style. Consumer maga- 
zines, military and aviation trade publi- 
cations will be used. Agency: Foote, 
Cone & Belding, Los Angeles. AD: 
Charles F. Porter. Photographer: John 
Groen. Model: Herman R. “Fish” Sal- 
mon, Lockheed chief engineering test 
pilot. Copy: Glenn Gladfelder, Ken 
Earl. 


AIGA magazine clinic 
on sensory perception 


At the AIGA magazine clinic this month 
Seymour Robins, graphic and industrial 
designer, will discuss methods of using 
sensory perception studies to help solve 
design problems. The American Insti- 
tute of Graphic Arts will sponsor this 
meeting as a follow-up of Robins’ talk 
on the same subject for AIGA last year. 
The clinic will be held Wednesday, Feb. 
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“Tele-Facts”’ Telegram-style copy 27, 7:30 p.m. at the Wendell Willkie 
campaigns for underneath sidewise Memorial Building of Freedom House, 
Lockheed b/w bleed photos 20 W. 4o St. Admission is $1 for AIGA 


make up the Lock- 
heed Aircraft Corp. campaign. Photo- 








members, $1.50 for nonmembers. For 
reservations, call MUrray Hill 3-3568. 
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FOREVER 


A DIAMOND Is 


Romantic appeal De Beers account 
dramatized in copy, current cam- 


art, for diamonds _—s—paign underlines 
traditional ro- 


mance associated with diamonds by 
stressing fine art, romance in art and 
copy. This example of the latest series 
of diamond ads stressing stars and dia- 
monds, for engagement ring sales, has 
art by Herbert Saslow. Constellation 
Lyra is theme of this piece. Copy head: 
Song of love, in a lovely star. It is in a 
strong rose color, the only spot of that 
color on the page. Four color painting 
has deep blue, shades of green, gray and 
brown, lighted by dull gold of central 
figure’s hair, scarf, oranges on white 
placed beneath tree and adjoining fig- 
ure’s draperies of white, gray, and aqua. 
The aqua is repeated from water shown 
at extreme lower left. 

Array of products shown on strip of 
blue show weight sizes, give price range. 
Facts About Diamonds, copy beneath 
color strip, introduce factual material 
into otherwise colorful prose character- 
izing campaign. Bottom line in caps, 
A Diamond is Forever, uses diamond- 
suggestive look of Engraver’s Bold. 
Agency: N. Y. Ayer. AD: Paul Darrow. 


New in Typography 
series begins in March 


Five consecutive Tuesday evening meet- 
ings, beginning March 12, will be used 
by the Type Directors Club to explore 
the theme, What’s New — Typography 


1957- Meetings will be held 7 p.m. at 
the Hotel Shelton, Lexington and E. 
49 St., New York, in the Center Lounge 
or Main Floor auditorium. Subscription 
to the series is $12. Single admissions 
are $3. 

Topics and speakers include: March 
12, What’s New in Contemporary Typo- 
graphy, Edward Gottschall with Aaron 
Burns, Louis Dorfsman and Milton 
Zudeck as panelists. March 19, What's 
New in Points of View, Frank Powers, 
chairman, and Gustave Saelens, William 
Streever, showing how typographic lay- 
out problems are handled by different 
approaches and points of view; March 
26, What’s New in Type Composition, 
William Gleason, presenting new type- 
faces and developments in hot and cold 
type; April 2, What’s New in Book 
and Editorial Typography, Eugene 
Ettenberg. 

The April g meeting will feature the 
presentation of the third annual TDC 
awards. Mahlon Cline is chairman of 
the evening. The awards jury members 
are Mahlon Cline, Freeman Craw, 
Edward Gottschall, Aaron Burns, Her- 
bert Roan, Arthur Lee, Alexander Nes- 
bitt, Glen Foss. 





Symbolic art for Hy Farber used 


hospital booklets symbolic art, mod- 

ern design for 3 
color brochures to be used by American 
Hospital Management Corp. in drama- 
tizing their basic services. Textures, pa 
per and bright colors were used to add 
interest. 





] Jan Ry ER TWIN WONDER COTTONS 


vt last! High fashion plus top performance! 


Fashion wonders in new @rinklsuep wii): Dri-Don’! 


Acrobat twins you see suspended upside down ar 


Two of everything — 
The Dan River Twins, Paul and Lewis Guillmett 


twin models, copy points 


a photographic key to Dan River ad campaign. ‘hi 
double spread, full color, to run in Life this spring, features campaign’s doubk 


point: high fashion plus top performance for Dan River Twin Wonder Cotton: 


Other ad photography was slanted toward medium used—high fashion for women 


magazines, etc. This ad uses models of all ages, both sexes, in circus scene to sug 
gest both season (spring is circus time) and medium—Life of course is mass market 


Interesting logo—WrinkI-‘SHED with Dri-Don—comes from client. First wor 
arranged in a wrinkle with understating of crooked line straightening out undep” 


“shed”. The dot for “i” in Dri-Don is a water drop. Type appears in black with !og 
in blue for highlighting. 

Agency: Grey. AD: Hal Oringer. Photographer: Dick Rutledge, Studio Associ: te 
Inc. Copy: creative copy group at Grey. Models: little Jimmy McCabe, hanging 0! 


rope ladder, then Susan Bradfield, Kathy Roche, Tom Dickey, the Dan River Twit 


(the Guillmettes), Barbara Lawrence, Hope Holt, Bill Loock. 
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bulletin 


photoengraving developments cut costs, 


speed production 


INTERTYPE SPECIMENS: Showings of new 
sizes of several Intertype faces are now 
available from the company at 360 Fur- 
man St., Brooklyn, N. Y., as follows: 36 
pt. Vogue Bold No. 2 Oblique, 7 pt. 
Bell Gothic Light duplicate character, 
7 pt. Bell Gothic Bold duplicate char- 
acter, 12 pt. Futura Extrabold Con- 
densed with Oblique, 7 pt. News Gothic 
with Bold, 12 pt. Century Expanded 
Italic with Bold Italic, 42 pt. Bodoni, 
12 pt. Imperial with Bold. 


PHOTOENGRAVING PRICES: No photoen- 
graving price rises are foreseen for 1957 
according to R. C. Walker, president 
of the American Photoengravers Asso- 
ciation. He also reports a slight rise in 
net profits for engravers, due to use of 
improved materials and equipment. No 
net profit increase is predicted for 1957. 


Mor seimme 


\ new script, based on the _ hand- 
writing of book illustrator and painter 
Peter Schneidler, has been introduced 
by Bauer Alphabets. The face has a 
brush feeling with bold, informal 
strokes. It is available in 24, 30, 36, 42, 
54 and 66 point sizes. Specimen show- 
ings are available from Bauer Alpha- 
bets, 235 E. 45th St., New York 17. Mr. 
Schneidler is the son of F. H. Ernest 
Schneidler, creator of Legend and Bauer 
Text types. 

Also newly issued and available from 
Bauer is the Bauer Type Calculator, a 
36-page booklet designed to make mark- 
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up easy. Indexed, it shows Bauer faces 
from Astoria to Weiss and for many 
faces shows complete alphabets and 
numerals, upper and lower case, in full 
size range. The type is surprinted on a 
vertically lined blue pica scale. Atop 
each page is 10 point typewriter scale 
and at the bottom a 12 point typewriter 
scale. Book includes latest Bauer face, 
Maxime. 


NEW LOOSELEAF BINDING: Stop-Lok, a 
heavy duty compression-expansion loose- 
leaf binding, has been developed by 
Sloves Mechanical Binding Co. An auto- 
matic locking mechanism prevents the 
binder from coming apart when ex- 
panded. It is expected that firms who 
issue bulky catalogs will especially ac- 
cept the new device. Stop-Lok permits 
full compression in minimum space and 
65 percent expansion for reference. 
Covers will not separate until release is 
activated. Other advantages: easily made 
sheet changes with positive transfer bar; 
four-post system keeps pages in order; 
triple ball bearing lock always locks 
tightly, won’t wear out. 


NEW ENGRAVING TECHNIQUES. A detailed 
report on new photoengraving materials 
and techniques appears in the Novem- 
ber issue of the Photoengravers Bulletin. 
It is well summarized in the December 
issue of Rush magazine. The report 
covered the following: Permatype, a new, 
hard-surfaced duplicate plastic printing 
plate backed with a resilient thermo- 
plastic cushion mounted to a lightweight 
magnesium or aluminum. Printing sur- 
face has high ink affinity, backing metals 





new types and fluorescent colors on the market; 


lighten plate weight and can be pre- 
cisely machined . 

One-bite etching, as in the Acme 
process, speeds job delivery, lowers plate 
costs. Not only cuts etching time but 
greatly reduces routing time. 

Dow etching techniques have been 
improved since their introduction sev- 
eral years ago to offer better.and more 
uniform etching quality. Process was 
originally developed for magnesium, 
has been adapted to zinc. 

Other developments include improve- 
ments in the magnesium itself, increased 
use of metal instead of wood for plate 
blocking, contact screens for halftone 
work, electrophotography, and new 
progress in electronic color separating 
and engraving. 

The real significance of most of these 
developments is they are out of the lab- 
oratory and are commercially available. 

For copies of Rush magazine, review- 
ing these developments, write the mag- 
azine at 43 E. 49th St., New York 17. 


RADIANT PINK: A new brilliant pink color 
has been added to the Velva-Glo line 
of fluorescent silk screen ahd bulletin 
colors. 8 colors in all are now available. 
For swatch book of colors write Radiant 
Color Co., 830 Isabella St., Oakland 7, 
California. 


SCREEN PROCESS RESEARCH: Screen process 
printers have established a Screen Pro- 
cess Technical Foundation, headed by 
Ralph Karsten, past president of the 
Screen Process Printing Association and 


president of Screen-Flock Industries, 
Inc., Chicago. 2 
61 




















$467,800, 000+ 
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$467,800,000+ was spent in natrillye. 


art and photography last yedpye 


A just completed special survey con- 
ducted by Art Direction Research, re- 
search arm of Art Direction magazine, 
indicates that national advertisers and 
their agencies spent $467,800,000 for 
layouts, design, art, photography and 
related services in the year just ended. 

The survey was conducted among 
leading advertisers and agencies in a 
wide range of billing brackets and re- 
plies came from companies representing 
5 per cent of the total years billing for 
national advertisers. There was enough 
consistency in the replies to establish for 
the first time some figure representing 
a relationship between art expenditures 
and total advertising budget. 

Services such as lettering, illustration, 
rendering, retouching, done or pur- 
chased by the art department were in- 
cluded. Services under the category of 
“production”, even though often pur- 
chased or influenced by the art depart- 
ment, were not @luded...such as 
typography, paper, printing. 


2.47% of budget is for art 


The ratio between art and total ad ex- 
penditures for the period July 1, 1955- 
June go, 1956 was set at 2.47%. The 
ratio was higher with companies than 
among agencies. The average company 
percentage was 2.8% of the ad/promo- 
tional budget spent for art /photography 
etc. With agencies the figure was 2.33%. 

Studies have indicated that for the 
1956 year about $10 billion was spent 
by national advertisers for space, pro- 
duction and art costs. This figure ap- 
plies to the measured media such as 
newspapers, business papers, consumer 
magazines, network TV and radio, out- 
door. 

A study of total ad expenditures of 
100 of the largest nation national ad- 
vertisers has just been completed by Ad- 
vertising Age. The “total” figures in- 
clude expenditures in non-measured as 
well as measured media. Much of the 


data was based on information supplied 
by advertisers and their agencies. Much 
was based on estimates by the magazine 
A study of those figures shows that 
among the 100 leaders, 52.8% of their 
total expenditure was for measured me 
dia and 47.2% for unmeasured media 
This would project the $10 billion esti 
mate for 1956 expenditures by national 
advertisers in unmeasured media to 
$8,939,393,900 with a total for national 
advertising and promotion in all media 
of $18,939,393,900. Applying the 2.47 
ratio figure developed by Art Direction 
Research projects the total spent for ad 
and promotional art and photography 
to $467,800,000. This figure does not 
show the full amount spent for art ser- 
vices since editorial art budget and spot 
TV are not included in this study and 
although some local advertising is in- 
cluded, there is no estimating now just 
how much local advertising was not cov- 
ered in this study. 

However the $467,800,000 figure rep- 
resents the first tangible, fairly reliable 
figure established in this field to date 
Art Direction Research will continue its 
studies in an effort to keep this figure 
up to date and make it more accurate. 

Although larger agencies and com- 
panies generally spent far more than 
smaller ones, the percentage of the total 
budget allotted to art expenditures by 
the larger companies and agencies was 
slightly smaller. 

With agencies, for example, those in 
the 5-10 million bracket averaged 3%; 
the 10-25 million bracket averaged 3.1% 
the 25-50 million bracket averaged 1.3% 
and the 75 million and up group 2.2%. 

Agencies tend to buy a greater per- 
centage of their art services on the out- 
side. For all agencies reporting, 81.8% 
of the value of the work was purchased, 
only 18.2% being done inside. Compa- 
nies purchased 67% of the value of 
their art services and did 33%, in their 
own departments. 

These overall figures are interesting 
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and perhaps the first of their kind ever 
published. However they should be ap- 
plied with discretion. Some great ex- 
tremes go to make up averages. For 
example, one company reported a value 
of $50,000 for artwork done in the de- 
partment and only $25,000 spent outside. 
Another company reported virtually no 
work done inside with almost $500,000 
of outside purchases. Many companies 
showed an almost 50-50 split in this re- 
spect. Also, companies in the same bill- 
ing bracket show widely varied art 
budgets. Two companies spending better 
than 10 million for advertising vary from 
$150,000 to $500,000 for art. 

Aside from these statistics other data 
was revealed by the survey. 


Art expenditures up... 


85% of the agencies reported art ex- 
penditures up over a year ago. 15% 
reported them about the same. Not a 
single agency reported a cut in art 
budget. 


And still going up 


76% of the agencies reported art 
budgets would increase in the year 
ahead. 20% felt budgets would level 
off, and only 4% foresaw a reduced art 
budget. 


Companies less optimistic 


‘Ithough 71% of the companies re- 
ported art budgets up over the previous 
ar, only 47% predict increased art 
budgets for 1957. 


Who uses the most art? 


\gencies were asked which accounts 
sed an especially high or low amount 
‘f art in proportion to their ad budgets. 
he answers were not always consist- 
nt. 

Listed by various agencies as using 
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re will be spent in 1957 


unusually high proportion of art, were 
the following kinds of accounts: con- 
sumer, food, cosmetics, fashion, trade 
ads, home furnishings, national ads, lo- 
cal newspaper ads, automobile, beer, in- 
stitutional. 

Listed as using unsually low amounts 
of art were: industrial, institutional, 
newspaper, consumer, financial, build- 
ing supplies. 


Percentage for TV 


Most agencies reported about 10% of 
their art budget went for TV material, 
but some reported less, and some re- 
ported as much as 20, 40 or 60% of the 
art budget was for TV. Most company 
art departments reported no money 
spent for TV art directly, although some 
reported 10% and one each 25% and 


35%: 
Budget analysis 


Both companies and agencies were 
asked what percentage of their art 
budgets went into layouts, photography, 
and art. No pattern could be estab- 
lished, with agency answers ranging all 
the way from 1% to 35% for layouts, 
10% to 60% for photography, and 
15% to 75% for art. Company answers 
to this question were similarly pattern- 
free. 


More photography 


85% of the agencies will buy more pho- 
tography in the year ahead than they 
did last year, 10% will spend about the 
same amount, and 5% will cut their 
photo budget. This 5% represents agen- 
cies planning increased budgets for 
1957- 

67% of the companies plan to spend 
more on photography in 1957, 27% 
plan to buy less photography, while 6% 
figure to spend about the same as last 
year. 


Prices up 


60% of the agencies and 76% of the 
companies find prices rising for art, pho- 
tography and design. 35% of the agen- 
cies and 24% of the companies find 
prices stable, while 5% of the agencies 
and none of the companies feel prices 
going down. 


Trend toward general studio 


Half of the agencies and 80% of the 
companies deal primarily with general 
art studios. 35% of the agencies and 
15% of the companies deal mostly with 
freelancers, while 15% of the agencies 
and 5% of the companies report divid- 
ing their work pretty evenly between 
general studios and freelancers. 


Line art holds even 


Use of line art for the next year seems 
to be holding its own although many 
companies plan to increase or decrease 
its use. Half of the agencies plan to use 
less line art, 11% plan to use more line 
art, about 39% will use the same 
amount as last year. With the compa- 
nies, however, 56% will use more line 
art, 31% will use less, 13% about the 
same. 


Buyers are satisfied 


Company buyers were asked if they were 
satisfied with the quality of work avail- 
able. The response to this question was 
an almost unanimous yes. A few com- 
panies did not answer, none expressed 
dissatisfaction, only one qualified his 
answer with a “not always.” 


Summary 


Vendors should find this survey most 
encouraging. The market for their ser- 
vices is great and growing. The buyers 
are satisfied with their services and ad- 
justed to rising prices. In short, the 
business is there for these who go after 
it. e 
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keep your shin “kitten soft’ with Mary King 
PINK SILK LOTION 
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prestige & product acceptance 


The Pond’s Vanishing Cream ad and. 


the Watkins Mary King ad appeared in 
the Ladies’ Home Journal during the 
past twelve months. Here are some of 
the analyses findings of readers’ re- 
sponses from the Starch Reader Impres- 
sion Studies. 

Here a_ well-established, highly ac- 
ceptable product is presented in a well- 
established but less acceptable context. 
Pond’s cold cream is credited, in part, 
for the beauty of a young society ma- 
tron who is pictured amid a good deal 
of copy. Almost half the readers showed 
some type of resistance to this adver- 
tisement. They liked Pond’s products 
but were not willing to accept the fact 
that Pond’s contributed that much to 
the woman's fresh, young beauty. The 
advertiser’s claims were challenged with 
the fact that Mrs. C was young, after 
all—“no one could look like that in 
middle life”. Moreover, readers were 
not impressed with her endorsement 
and preferred to accept the product on 
its own merits. The idea of presenting 
a product through a “prestige” person- 
ality who was introduced to them for 
the first time in an advertisement, pro- 
voked women to express the detach- 
ment they felt for unknown and there- 
fore meaningless, individuals in ads. 
They refused to be concerned with any- 
thing such an individual did or claimed 
she did. Women felt also that this 


advertising approach was an “old story” 
which did not have to be read, and 
they voiced still another criticism—that 
there was too much copy in the ad any- 
way. One of the things that readers 
liked was the clear illustration of the 
jars of cream. 

Cats, like dogs, brides and babies, are 
feminine favorites, but here, the soft, 
pink kitten (photographed by Walter 
Chandoha) posed against a midnight 
blue background, was particularly ef- 
fective for advertising a relatively un- 
known product. Although readers knew 
little about Watkins products in general 
or the lotion, specifically, they were so 
taken with the ad and the quality of 
softness it communicated, that they be- 
came interested. Those who knew about 
the company were reminded of the 
quality of its products, but they were 
not aware that a lotion was included 
in its line. Many readers assumed it was 
something new. 

When readers understood that Wat- 
kins sent personal representatives, they 
wished one would come visiting. The 
suggestion to look into the phone book 
for Watkins Quality products—etc., was 
not well taken. The advantage of ser- 
vice which is brought into the home, 
insofar as readers see it, is the fact that 
they themselves need exert little effort. 
In this context, even a look into the 
phone book becomes more of a chore 
than readers want to be concerned with. 
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DIRECTIONS 


What's new? What does it mean? What's 
next? Why? These are questions every 
alert person constantly asks. And these 
are the questions Art Direction maga- 
zine tries to answer for its readers. 

As Art Direction has grown in recent 
years it has shifted from a magazine 
reporting the news and monthly events 
coast-to-coast to a magazine interpreting 
the news and shedding light on trends 
and directions. 

In this issue, in addition to the an- 
nual Buyer’s Guide which leads buyers 
to sources of hundreds of art and pho- 
tographic services, is a series of articles 
vrouped under the heading “Art Direc- 
tions.”” Each story is by an authority in 
his field. Each is a brief but thought 

rovoking discussion of current thinking 

a segment of the art field. The au- 
‘ors are package designer Walter Lan- 

rr, TV expert Gene Deitch, company 

D Bud Roberts, agency creative head 

‘illiam Schneider, consultant designer 

arry Zelenko, magazine AD Kirk Wil- 

nson, package designer Norman 
hoelles, and magazine AD Bernard 
uint. 

Although this is the first time the 
‘agazine has devoted so large a section 
“critical analysis of art directions, the 

ist year’s copies have been full of 

























articles and items interpreting the field 
and pointing out its new directions. 

Points made in recent issues include 
the increased use of a fashion touch in 
hardgoods advertising, the appeal to 
buyers who buy social status as well as 
product function; the trend toward 
what Art Direction has called “Fast 
Sell,” intensive selling without the bom- 
bast of the old hard sell and with less 
words, quicker impact; the increasing 
use of “unposed” and “‘non-model look- 
ing” models; the effect of living room 
selling (TV) on package design; in- 
tegration of logos into the ad; use of 
art to convey rather than simply adorn 
the message; the sales effectiveness of 
the light touch; the increasing tendency 
to make ads simultaneously institutional 
and fast-selling; the establishment of 
a sales personality (as Harry & Bert or 
Elsie the cow) for a product. 

These and many other currents and 
cross currents are regularly reported 
and analyzed in these pages. The mag- 
azine hopes that the cumulative effect 
of this interpretive reporting is to stim- 
ulate its readers, to keep readers on their 
toes. The “Art Directions” section in 
this issue is just one more step in the 
magazine’s effort to help its readers 
interpret the field. 
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As vice president and creative director 
at Donahue and Coe, William H. 
Schneider is familiar with the “big pic- 
ture.” He works closely with copy and 
art departments as well as marketing, 
merchandising and research departments. 


This is a big subject, and a writer 
could tackle it in one of three ways. 
1) Write a book. 2) Select a specialized 
area and concentrate on it. 3) Touch 
the high spots and hope the reader will 
be stimulated to further exploration and 
thought. This is the method I have 
chosen, so let’s hold our hats and go. 


product personality defined 

Product personality is one of those 
new tarpaulin phrases, that can be 
used to cover almost any advertising 
campaign—good or bad. Briefly defined, 
a product personality is an image im- 
planted in the consumer’s consciousness 
by means of the total advertising, mer- 
chandising and marketing effort. 

It is an image distilled through vari- 
ous impressions, and over a period of 
time. It is an amalgam of pictures and 
words, of packaging and print, of pub- 
licity and word of mouth. Researchers 
say that this image is not usually re- 
called in terms of specific claims or fea- 
tures, but in feelings about the product 
and the kind of people who use it. A 
prime example is the automobile. In 
America today, people are not judged 
so much by the company they keep as 
by the cars they keep. They cannot 
enumerate the features of a Cadillac 
car, because the advertising does not 
enumerate them. But they do know that 
if they had the money this would be the 
car to prove to the world they had it. 
And they know the social and financial 
status of people who drive Cadillac 
cars. Similarly, the novelist Sinclair 
Lewis put a character into instant focus 
by describing him as living in a “solid 
Buick neighborhood”. 

A product preference, or brand loy- 
alty, like the attraction of individuals 
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toward each other, is not based on logic 
alone, but on a kinetic force that is 
chiefly emotional. 

The method for creating a product 
personality is old as advertising itself, 
and so obvious as to be frequently ig- 
nored. It is simply the constant repeti- 
tion of a visual or verbal theme. Re- 
member the Campbell Soup kids, the 
White Rock sprite, the Jello girl, the 
Arrow Collar man, the Goodyear boy, 
the M-G-M Lion? Remember the Jim- 
mie Williamson illustrations that 
changed the Ford from a “tin lizzie” 
to a car that was at home in swank 
surroundings? Or the Anton Breuhl 
photographs of the four roses? Or—of 
course you remember others. All of these 
images were created at a time when the 
job was easier; when imagination ran 
free of statistical and motivational 
findings. 

Today we are, perhaps, a bit more 
sophisticated. We go to greater lengths 
to flag the reader, to arrest his attention, 
to make him remember our product. 
So we put an eye patch on our model, 
or a beard, a single ear ring, a tattoo, 
or a turban. It works! Sales figures prove 
it. But competition has intensified the 
effort to fashion a unique product per- 
sonality. The urge to be different fre- 
quently leads to attempts to stop the 
reader through visual shock. This pas- 
sion to create “stoppers” leads one to 
wonder where the stoppers will stop. 
The lone drinker, for example, who 
takes his dram perched on the rear 
end of a horse. Or the other lonely one 
—the one who discusses his drink with 
his dog. Or that lady who decorates her 
hat with perfectly good smokable cigar- 
cttes. 


extreme visual devices 


These devices may be highly effective 
or they may be merely eccentric. But 
because they are extreme, they offer a 
mental challenge to every thoughtful art 
director. As the magazine Western Ad- 
vertising puts it, “We are now in an 
era of visual envelopment in advertis- 
ing.” And Pierre Martineau, research 


CREATING A PRODUCT PERSONALITY 


requires to 


director of the Chicago Tribune, one 
of the most logical of the many voices 
proclaiming the importance of the 
visual image in creating product per- 
sonality has this to say. 

“Actually I derive my enthusiasm for 
visual communication from our innum- 
erable motivation studies. In by far the 
most cases wherein we attempt to de- 
termine audience reaction to advertis- 
ing, the responses revolve around 
various aspects of the visual symbols— 
not the rational content of the copy 
claims.” 

The following examples are typical of 
many that he cites in a letter to this 
writer. 


personality research 


“I have sent along a resume of our 
recent study of the store personalities 
created entirely by the physical symbols 
of department store advertising. As this 
study details; we took the advertising 
of all Chicago stores to completely dif. 
ferent cities. Women who knew nothing 
about the stores ascribed the total store 
personality entirely on the basis of the 
style, tone, physical appearance of the 
advertising. And actually they were just 
about right about the store character. 
Their judgments matched those women 
who were familiar with the stores. In 
subsequent studies, women were able 
to tell with exactness the general price- 
lines of the store purely from the phys- 
ical appearance of the advertising, etc. 

“The Marlboro campaign is a perfect 
example of the importance of research- 
ing the effectiveness of the art. The 
agency hypothesizes that the tattoo and 
the manly figures are conveying mascu- 
linity, etc. My psychologist friends think 
a great deal of other meaning is con- 
veyed—license.” 

Creating a product personality does 
not necessitate the use of odd and un- 
usual devices, strange sets and scenery, 
or the visual paraphernalia of Salvatore 
Dali. If you play tennis in a dinner 
jacket, you will attract attention and 
you will be remembered. But you will 
be remembered as one slightly touched 
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do more than design an ad; 


William Schneider tells what and why 


in the head, a state not exactly condu- 
cive of confidence. 

There are countless examples of suc- 
cessful product personalities built 
through advertising that is forceful, in- 
gratiating and convincing, without be- 
ing theatrical or bizarre. Let us examine 
a few for instances. 

Life Savers uses wit and imagination, 
coupled with good taste to put over the 
idea of good taste. 

Galey & Lord maintains the quality 
name in cottons through the consistent 
use of Lautrec inspired art. 

The Container Corporation of Amer- 
ica advertising reflects quality and in- 
tegrity through inspired quotation and 
inspired art. 

In the retail field, Ohrbachs combined 
humor and style to give low price mer- 
chandise a Park Avenue personality. 

Cadillac leadership is reflected in 
quiet elegance of its advertising, and is 
a prime example of advertising con- 
sistency. 

McCall’s Magazine put the word “To- 
getherness” into the language in a rela- 
tively short time by playing visual vari- 
ations on the theme. 

These and countless other examples 
demonstrate the fact that, in most in- 
stances, product personality is created 
through visual imagery. 


AD’s responsibilities 

This leads to the obvious conclusion 
that the art director must assume a 
much more important responsibility 
than that of designing the advertise- 
ment. If he is to project a product per- 
sonality through a visual image he must 
be aware of the psychological problems 
inherent in his area of communication. 
He must know what makes the potential 
buyer tick, if he is to create an effective 
visual message. He must analyze the 
product in terms of the personality that 
should be projected. He must know the 
kind of audience that reads the publica- 
tion in which his ad appears. Only 
then, can he fulfill the new responsibili- 
ties inherent in the visual era of com- 
munication. 7 
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CapILLac leadership is reflected in 
quiet elegance of its advertising, and 
is a prime example of advertising 
consistency. 


MCCALL’s MAGAZINE put the word 
“Togetherness” into the language in 
a relatively short time by playing 
visual variations on the theme. 


GaLey & Lorp maintains the quality 
name in cottons through the consist- 
ant use of Lautrec inspired art. 


OHRBACHS combines humor and style 
to give low price merchandise a Park 
Avenue personality. 


CONTAINER CoRP. OF AMERICA adver- 
tising reflects quality and integrity 
through inspired quotation and in- 
spired art. 

LIFESAVERS wit and imagination, 
coupled with the idea to put over 
good taste. 
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“...the most powerful of the graphic 
arts. In addition to the elements of line, - 
form, color and texture...we have the & “ 
added dimensions of time... the ability , " 
to be completely plastic with form and t fil 
sound that makes this method so power- : ; 
ful. Here is where the graphic artist - 
can grow into the nearly total com- ig 
municator....The trick is good jokes ny 
and not too much pretentiousness.” a 

This is how Gene Deitch sees the _ 
animation business. He started in it 11 oa 
years ago with a then new and unknown - 
outfit, UPA. He is now Creative Direc- ar 
tor of Terrytoons, a division of CBS : 
Television Films Sales Inc. In the ac- mi 
companying article Gene Deitch de- Ne 
scribes the challenge of the process to ire 
the creative mind and its tremendous Sti 
communication potential. un 
-_-——— ; ar 
The animated television film commer- i th 
cial is potentially the most powerful of an 
the graphic arts. Linked with television 
it can have many more times the force ' is 
than the radio commercial, greater im- : in 
pact than a full-page ad in Life Maga- i ba 
zine, and far surpass the live action pe 
commercial in versatility. So 


The animated commercial is like a 
giant just waking up from the slumber 
of the motion picture world. It still 
hasn’t realized its full power. But tele- if 
vision has opened its eyes. ; 


ec GAe RT 


Impact of television 
Because the medium of television r 
reaches millions more people at one t 
given screening than the theatre, its 
product is consumed at a_ lightning | 
rate. It has created keen competition I 
in all areas of communicating an idea I 
It has also lifted the animated film 
from the state of mediocrity. a 
Since the advent of television, ani- f le 
mation studios have become living cells, i 
breaking up and constantly growing. ‘ 
New techniques and fresh ideas have it 
replaced the cliches and traditional ani- i 


mation styles. There exists a constant t 





n tei 


en eae 





© 
- 
§ 
} 

















animation for TV, sound can magnify or control the image 


striving and experimenting for variety 
of expression. However, the animation 
industry is still in its infancy. 

To one radio voice, the animated 
film is like a choir of voices. To the 
magazine ad, it is like moving from a 
ig foot square one-room apartment to 
a 15 room house. To the live action film, 
it is like drawing with one pencil for 
years and then discovering brushes, inks, 
and a box of 20 different colored pen- 
cils. 
animation is unlimited 

The animated film is limited only by 
man’s imagination. It can show the 
North Pole or the tropics without any 
transportation difficulties. It can have a 
stairway appear or disappear, it can be 
under water without getting wet. Props 
are never a problem. The sun can talk, 
the heart can appear as a pump, and 
an atom be made to resemble a man. 

The world of the animated cartoon 
is one of fantasy. A bottle can turn 
into a pretty girl, a man dissolve to a 
baby, a tree become flower, a door ap- 
pear from nowhere. Worlds can collide. 
Sound can become visual. 

It is true the live action commercial 
can do many of these things but not 
with the finesse, intrigue and humor 
if the animated commercial. 

The animated film is a medium for 
xtravagance. It can exaggerate the nose 
f a character, his height, weight and 
ctions without any self-consciousness. 
t can do it tastefully and entertainingly. 

It contains all the elements available 
» the graphic artist—line, form, color 
nd texture—but adds one unique in- 
redient. The animated film has motion. 

The timing of all these moving ele- 
nents with sound gives the medium a 
lexibility and undying originality. A 
ine has no limitations to the shapes it 
an make or the humor it can convey. 
it can be stretched, squeezed, become a 
ircle, a triangle or be compounded into 
t solid mass. It can form the label of a 
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client’s product, form the ingredients 
that went into his product, or show the 
consumer buying his product at the 
market. 

The animator-artist can move the line 
or form easily. He can wiggle, bounce, 
or slide the figure across the screen to 
achieve a special effect. He has complete 
control over the pace and time in which 
the figure moves. 

Color is also at his command. There 
is no need to reproduce nature like a 
photograph. He can make the sky pink 
and water yellow. A man’s face can 
change from flesh color to angry red 
with one frame of film. He uses color 
for its own sake, to create the impression 
or mood of a situation. 

The mixing of animated graphics, 
dialogue, sound effects and music: can 
be a dynamic combination. Sound can 
magnify or control the image. A shape 
can be strong or weak depending on the 
accompanying sound effect and its tim- 
ing. If a ball should drop on a sidewalk 
with the sound of a hammer hitting 
an anvil, the viewer would understand 
the ball to be a hard, strong form. The 
viewer's impression of the ball would 
immediately change if the sound was a 
funny plop,.the sound of water falling, 
or even a “boing”. 


music intensifies 

Likewise, music can augment and 
intensify a desired emotional effect. 
Lines and shapes can be animated to the 
beat of jazz, waltz time, or a mambo. 
A tune can be used as purely back- 
ground mood music. 

Norman McLaren of the National 
Film Board of Canada has made some 
interesting experiments with the timing 
of animation and sound. He draws 
sound directly on film, controlling the 
loudness, pitch and ,tone by the size, 
shape and heaviness of his ink marks. 
The progression of his images on each 
frame of film have a musical continuity, 
the lines twisting this way and that to 
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by Gene Deitch 


form and reform new shapes. The lines 
and splashes of color seem to dance and 
disport themselves to the rhythm of a 
song. 

In “More than Meets the Eye,” a 
film produced a few years ago for CBS 
Radio, the animated illustrated the 
sound track. Footsteps, with correspond- 
ing sound effects, and a brief case rep- 
resented a man; vertical broken lines, 
animated to the sound of spraying water 
rcpresented a shower. These shapes were 
abstract but when timed with sounds 
that were easily identified by the audi- 
ence, they communicated an idea. 

In a recent Terrytoons commercial 
for the Sweets Company of America, 
manufacturers of Tootsie Roll candy, 
round little pepole from outer space 
buzzed into the office of P. J. Tootsie, 
the Candy King, in a flying saucer. 
Their entrance was accompanied by a 
weird sound effect and when they 
opened their mouths the sound was 
quickened to create the feeling of a 
foreign tongue. 


things to come 

The Terrytoons studio is presently 
producing an unusual new cartoon 
series, “Tom Terrific’ for CBS Tele- 
vision for daily insertion on the “Cap- 
tain Kangaroo” show. It, too, illustrates 
the relationship between graphic action 
and sound. Tom Terrific is billed as the 
greatest hero ever. He can be anything 
he wants to be—a train, a tree, or a bee, 
etc. As he transforms into his desire, the 
transformation is accompanied by a 
sound effect. Visually, the lines that 
make up Tom’s body disintegrate into 
a heavy scribble which flail about in the 
air for an instant before re-forming. 

The animated film is a master at 
“soft sell” and it can “hard sell” without 
being obnoxious. Because it can bé so 
plastic with form, motion and sound, 
the medium is a powerful tool. It works 
best when you have something to 


say. * 





69 








a full complement of 
Haber craftsmen are on 

the job preparing 

early morning deliveries 

for you. We realize the importance 

i Com al-lagi-1em elaelelelendielamanl-lame)i 

this service...since it is 

the early “jobs” he is asked 

for first. For this reason, 

we make every effort to back him up 
not only with efficient 

service, but with 

the quality and accuracy 
demanded. So, while 

New York sleeps...you can be sure 
that Haber is wide awake! 


HABER TYPOGRAPHERS INC. 


Free! The most 

complete type specimen 

book to be compiled in 15 years! 
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NORMAN SCHOELLES is head of Lippin- 
colt and Margulies package design de- 
partment and an outstanding authority 
on package design. Mr. Schoelles has 
been with Lippincott and Margulies for 
zo years. He was formerly senior de- 
signer for package design with Raymond 
Loewy Associates. During World War 
II he served as Art Director of Training 
Films for the Navy. During the thirties 
he was art director of various publica- 
tions including several McFadden maga- 
zines. He is a graduate of Miami Uni- 
versity in Ohio where he received his 
degree in Fine Arts and became a mem- 
ber of the Delta Phi Delta, honorary 
Fine Arts Fraternity. 


Recently the members of our pack- 
age design department decided to con- 
duct an experiment in esthetics. We se- 
lected a current issue of LIFE, tore out 
all the full-page ads in it, and spread 
them out for examination. Using our 
collective judgments we compared the 
advertisements themselves with the pack- 
age or product they were promoting, 
rating them on the somewhat ambigu- 
ous, but nevertheless useful criterion of 
“good design.” 

There were 56 ads in all. Several were 
two-page spreads. Most were in color. 
Products advertised ranged from spa- 
ghetti, perfume, automobiles, lighters, 
watches, liquor, cigarettes, telegrams, 
stationery, soft drinks, cameras, type- 
writers, crackers, records, and telephones 
—in other words a motley assortment of 
goods offered to the consumer in this 
cra of burgeoning consumption. 

One interesting fact turned up before 
we even got around to collecting opin- 
ions in many cases (not all), it was 
difficult to even find the package or 
product being advertised. The airplane 
was overshadowed by the massive por- 
trait of the international dignitary; the 
gaily wrapped Christmas boxes spilling 
out of the arms of the joyous shoppers 
almost (not quite) obscured the head- 
ache remedy; the beer bottle appeared 
to be an afterthought alongside the 
handsome clean-cut couple by the Christ- 
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mas tree; and if careful count showed 
the cigarette package to appear six times 
on the page, would the casual reader, 
we wondered, notice it beside all those 
pictures of the girl in the red dress? 


packages superior in design 


Despite these minor obstructions, 
however, we were able to separate out 
the package from the ad and to com- 
pare the two. By and large, we felt, the 
packages were far superior in design. 
There were some horrors of course, but 
the average was better-than-mediocre, 
and here and there we spotted some 
outstanding designs. The same went for 
the products. So far as the advertise- 
ments went, however, not one could 
be called really outstanding from a de- 
sign viewpoint. The photography was in 
many instances, superb, the color re- 
production excellent, the basic idea 
often original or appealing. But only a 
few of them showed any signs of being 
influenced by the wealth of modern de- 
sign techniques and skills available to 
the contemporary graphic artist. 

The experiment, while certainly not 
scientific, was a valuable one, we felt, 
since it tended to underline a conviction 
we have heard many graphic artists 
voice recently—namely that package de- 
sign in the last ten years has become 
very contemporary in appearance, while 
advertising design has remained more 
or less static. (The same is true of prod- 
uct versus advertising design, but for 
the purposes of this article, the discus- 
sion is narrowed to package and _ ad, 
the two being so eminently comparable). 


True there are notable exceptions. 
Some of the drug houses produce ad- 
vertisements that reflect the finest in 
modern design; in the shirt industry the 
advertisements are superior to the pack- 
ages; there are some excellent brochures 
and booklets spaced in between the mass 
of design monstrosities that direct mail 
advertising produces; the institutional 
advertisements of a firm like Container 
Corporation have made a real contribu- 
tion to art in advertising; some stores 
such as Nieman-Marcus in Dallas have 
even shown that it is possible to do a 
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good job in newspaper advertising. 

But few will argue that these are in- 
deed exceptions. Generally, the trend 
in packaging is toward better design, 
whereas as yet there is no comparable 
trend in the older, more established 
field of advertising. 

The adman (or his client) has a 
typical retort to this charge, which goes 
like this: “Yes . . . but . . . advertise- 
ments have to sell. They have to appeal 
to the popular taste. Until you change 
that you won't change the ads.” 

This logic—always a bit suspect—has 
become a little shopworn. For the fact 
is that popular taste has improved, 
and to an extraordinary degree since 
the war. And it is undeniably true that 
packages, just like advertisements, are 
designed to sell and—at least in the 
case of a mass-produced item—judged 
solely on that basis. 


Therein lies the dilemma; why is it 
that the package has taken on more 
advanced design techniques when it 
operates in essentially the same mileu 
and performs essentially the same func- 
tion as the advertisement? 

The answer does not lie, as any sober 
critic will admit, in the problem of tal- 
ent. Obviously there is just as much 
talent in advertising agencies as in pack- 
age design firms. Nor can we point the 
finger to that much-berated individual, 
the client. Isn’t the client who ap- 
proves the contemporary package the 
same man who okays the old-fashioned 
advertisement? It seems obvious that the 
reasons lie in something more basic— 
the objects themselves, the package and 
the advertisement and in the situations 
in which they are created. 

Despite the fact that package and 
advertisement are both created for the 
same reason—to promote the product, 
they are otherwise quite different. 

The typical super market package— 
where most of the new design is con- 
centrated—is a small object, often no 
bigger than 2x5. Its functions are many. 
It not only contains the product, but 
it is shipped in cartons, stored and 
stacked, sits on a super market shelf 
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in various positions, is carried home 
where it sits on another shelf. It has to 
serve a number of graphic purposes also. 
in the store it is a display item, more 
and more frequently the only sales- 
getter at the point of sale. Otherwise, 
it is photographed and reproduced num- 
erous times for a wide variety of adver- 
tising and promotional media. Because 
of its flexibility and its omni-presence, 
it is gradually coming to serve as a kind 
of brand mark for the company and the 
product it contains. 


ad functions vs. package 

The functions of the advertisement 
are more limited. Advertising campaigns 
may repeat a single theme, but even 
these are short-lived—with a few excep- 
tions, the ad theme usually lasts only a 
year. More typically, the advertisement 
is designed to appear once and once 
only. It has to catch the casual reader’s 
eye, inspire, excite, please, or otherwise 
stimulate him into the desire to buy, 
and then it is not seen again. 


Moreover, unlike the package, it is 
seen only in one place. It is designed 
only for the magazine page, only for 
the newspaper spread, only for the TV 
spot. The total effect of advertising is 
certainly not momentary, just the oppo- 
site in fact, but that of any single ad- 
vertisement usually is. Is it any wonder 
then, that much greater care goes into 
the design of package than an adver- 
tisement? 

The time element involved in the 
reparation of these two promotions 
» another important factor. When a 
ompany decides to re-design its pack- 
ve, it cannot afford either to make or 
xecute that decision lightly. The pack- 
ve has to last a certain amount of 
ime. That time is gradually being 
hortened due to the frenetic condition 

{ the market, but it is still a much 

mnger time than the life of an advertise- 

ent or even the ad campaign. Pack- 
ge re-design costs money too, an enor- 
ious amount compared to advertising, 
nce it often requires re-tooling at the 
roduction end. The time required to 
eate and put on the market one pack- 
ze may be as long as a year; it is rarely 


Direction / The Magazine of Creative Advertising / 


ads trail packages and product 


in contemporary design vitality — 


designer Norman Schoelles tells why 


less than six months. 

Given these circumstances, what 
about the comparative creative demands 
on the artist? The advertising art direc- 
tor may have to supervise the layout 
and design of several hundred ads per 
year. The package design director— 
even in a large company—is required to 
administer far fewer projects. The same 
ratio applies to the individual workers 
in each field. 

When the package designer for exam- 
ple, is asked to create a new imagery 
for a beer package, he is able to go 
about his job with extreme caution. He 
utilizes market research in much greater 
and more minute detail than does the 
art director. He may, for instance, avail 
himself of extensive samples as to 
whether the market prefers blue or red 
as a basic beer color and probes even 
further the exact significance of certain 
colors and symbols to the unconscious 
mind. 

The package designer tests and re- 
tests his package at the various stages 
of its development. First, he establishes 
the general ideas which he will try to 
express visually. Then he tries out vari- 
ous experiments on the market before 
the final one is selected. At the same 
time that he is testing the effect of his 
design, he is perfecting that same design 
technically, refining the lettering, widen- 
ing or narrowing that band of gold in 
the oval, trying out a variety of methods 
of reproduction. 


intensive preparation 

This is not to say that an advertise- 
ment doesn’t go through the same in- 
tensive period of preparation and 
experimentation. Of course it-does, But 
the effort is directed at the advertise- 
ment as a whole, not at the design of 
it. This, largely through the sheer fcrce 
of circumstance, gets scant attention. 

The package designer benefits 
through another “circumstance” — the 
traditional prejudice in his field against 
expressing ideas thréugh words versus 
the opposite but equally traditional 
prejudice in the advertising field to- 
ward expressing ideas through imagery. 

Despite the advances and develop- 
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ments of the past few decades, by 
which the picture has come to be recog- 
nized as a more primary means of com- 
munication than the word, the key man 
in advertising is still the copywriter. 
I do not mean to cast any aspersions 
on this noble profession, but simply to 
point out that it is much more difficult 
to create a good design when the main 
element of that design is verbal instead 
of visual. 


visual symbolism 

Thus the package designer who seeks 
to express an idea, let us say, the idea 
of quality, automatically begins to ex- 
periment with certain symbols, colors, 
and formats which either singly, or in 
conjunction, convey that idea. The ad- 
vertising artist, on the other hand, must 
create a visual background as a frame- 
work for the idea which is already ex- 
pressed by a word, a phrase, or a com- 
bination’ of phrases. 

Perhaps it is this word-versus imagery 
situation that makes the advertisement’s 
selling message so oblique and the 
package’s so direct. The good package 
designer tries, via the medium of de- 
sign, to express the inherent character 
of the product he is selling. The adver- 
tisement, on the other hand, often tries 
to sell almost anything but the product 
—sex, status, prestige, security or what- 
ever. This wreaks havoc with the design 
of an advertisement. How, for example, 
is it possible to create a good design 
when you must deal with two elements 
so disparate as a bathing beauty and a 
tractor? 

This may be the reason why the 
fashion advertisements are in general 
so superior to the rest of the field. 
When you are selling clothes, you do 
not have to search your mind for ways 
to express the qualities you wish to 
endow them with. These same qualities 
—sex, status, security and prestige—are 
all inherent in the product itself. All 
that is needed is to show that product 
as beautifully and strikingly as possible, 
draped, most logically, around a beauti- 
ful woman. 

Beyond these considerations, the 
package designer is led by the very 
(continued on page 128) 
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Bernard Quint. Associate AD of Life, 
has been with the magazine for 15 
years. Previously worked in ad agencies 
and with French graphic artist Jean 
Carlu. Studied at NYU, Art Students 
League, Brooklyn Museum Art School. 
Is co-author of two books, “Since Stalin 
—", a picture history of Communism, 
and with John Gunther of “Days To 
Remember—America 1945-1955", pub- 
lished this past Fall. 


It is not my purpose to tabulate here 
a list of guaranteed gags, gadgets and 
gimmicks which record or reveal changes 
in magazine design. This discussion con- 
cerns itself with more significant con- 
cepts which could lead to important 
changes. 

Perhaps the most dramatic visible 
change derives from the marriage of 
convenience between certain features of 
zoth Century art and the aim of maga- 
zines to create and hold audience atten- 
tion. Because advertisers need to do the 
same, reproduction as well as produc- 
tion facilities have multiplied and the 
result is a prolific crop of offsprings. 
So it is that art directors of both edi- 
torial and advertising media must be 
vitally interested in publications that 
cover a great variety of subjects—more 
or less adequately—and reflect our cul- 
tural aims. 

Simply to speak of magazine design is 
to note a change. For before there were 
magazine art directors—and this was not 
so long ago—matters of design were com- 
pletely in the hands of word people who 
were almost hopelessly dependent on 
printers. Printing craftsmen, fixed in 
their ways, made claims to a vague re- 
lationship with Gutenberg, set and 
printed miles of classic and bastard type 
faces made proper and prim, and hinged 
to a line down the middle of the page. 
Once in a while, a daring gent ventured 
off center, and usually off balance, with 
a series of loop the loops surrounded 
by a pitiful mess of run-around copy. 
Even at that time it was often hard to 
tell the difference between some editor- 
ial and advertising material. There were 
literally thousands of typefaces avail- 
able, very many of poor design were 
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used together at one time or else one 
monotonously repeated page after page. 
For the most part editorial layout in 
magazines relied on the more pedestrian 
styles of book format. When _ bolder 
versions of classic faces were used, little 
contrast was achieved because they were 
in the main less graceful. The absence 
of good bold classic faces has resulted 
in the promiscuous employment of 
greatly enlarged lower-case characters. 
The popularity of the Bodoni family 
rests on the great variety of its weights. 

Hand letterers did not do as much 
for magazines as they had begun to 
do for advertisers after world war I. 
But since world war II we have seen a 
remarkable amount of good hand let- 
tering, largely produced by photo- mech- 
anical means from plates drawn by in- 
dividual craftsmen. So easy has it be- 
come to acquire any style, many of them 
having been previously unobtainable 
except at great expense, that art direc- 
tors, like the nouveau riche, are now 
making ostentatious displays. This is 
largely due to the pressure brought to 
bear upon them to supply a “different 
look” to editorial material that is in it- 
self quite repetitious. 

A new sense of contrast from season 
to season, like fashions and automobile 
models, letter styles pass in parade. 
How many magazines display Futura 
now that Venus has become Stan- 
dard and some may recall it as 
Grotesk. So it is that calligraphic 
idols rise and fall. But the best in re- 
cent magazine typography is character- 
ized by crisp contrast in selection, 
weight and arrangement. In fact, the 
sense of contrast has changed in maga- 
zine design: in terms of scale, in black- 
ness, in whiteness and in color against 
whiteness. This has become increasingly 
important to art directors who con- 
sciously or unconsciously are steeped in 
the tradition of DeStijlism. The tele- 
graphic dot and dash of the Bauhaus 
has been deciphered and transcribed— 
and modulated by its grandchildren. 

Magazine design has also changed 
with the development of photography. 
Armed with a reputation for “realism”, 
the photograph has swept authoritative- 
ly across the face of our culture and im- 





posed its squared frame on the maya- 
zine page. Story-telling in the literal 
and didactic sense reigns supreme, re- 
quiring a geometry that leaves little 
doubt as to order. So direct has been tiie 
attraction of the large simple “candi:i” 
photograph underlined by head, caption 
and copy blocks that advertisers «n 
masse have adopted this economical 
form. As with all forms that become 
conventions, overuse produces abuse 
and relief becomes a crying need. Re- 
cent months have seen a scrambling of 
editorial headlines and layouts to escape 
the encroachments of some advertisers 
and the copying by magazines from each 
other. 

Another magazine form, the multiple 
picture essay involves small, medium 
and large pictures held together by an 
internal editorial theme, an external 
narrative order, a visual balance within 
a group of picture frames, and a unified 
geometric pattern in concert with body 
type. This process of integration has 
yet to be mastered by most magazine 
editors and art directors. This is espe- 
cially obvious in the “revampings” of 
certain magazines in recent years, when 
weak editorial direction has made -more 
ironic and sometimes insipid the use of 
sophisticated layout style. 


Creative photography 

To some extent technical develop- 
ments in photographic materiel have 
come to the rescue to change the look 
of magazines. Equipped with miracle 
lenses and speedy emulsions, blessed 
with an amazing will, a handful. of pho- 
tographers with more than ordinary 
awareness and insight have stopped just 
pressing the button. With a love for 
art and a desire to create style, not un 
like that which grips the painter, they 
have avoided obscurantism but managed 
to break the spell of mere literal dupli- 
cation. The use of photography in mag 
azines has brought new images of hu 
man gestures. As in an Expressionist 
painting, man is seen sharpened or 
blurred to emphasize mood and mean 
ing. 

A recent prize winner brought Ingre’: 
linear style and curved elegance to : 
fashion photo only to remind us tha! 
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human love of elegance hasn’t changed. 
What is so important to magazine 
imagery is that literalness was grace- 
fully pushed over the border into the 
realm of design. 

\nother prize winning photographer, 
possessed of good taste and a coopera- 
tive engraving department, has created 
a series of color photographs running 
the gamut from Chardin and Delacroix 
to Pre-Fauvism. What is ultimately im- 
portant to magazine design is not the 
similarity to this or that great painter, 
but rather the imagery created in an 
attempt to control the “objective” cam- 
cra. While these attempts have in the 
main been limited to a few class maga- 
zines, thi§ stimulation has reached way 
down into the popular publications. 
Whereas in the past a photograph would 
be rejected for “unsharpness” or some 
“absence of detail”, the questions now 
are: Does it say what we want to say?, 
Does this picture evoke more for the 
reader?, and, Will it reproduce well? 

The advent of fast color film, mech- 
anical aids to color separation, plus an 
increased advertiser interest in color 
has considerably altered the face of 
magazines. Close on the heel is color 
television, as yet more ephemeral. But 
what shall we think of the syrupy look 
of most magazine color? 


Photo design consciousness 


Much is made of color accuracy in 
the reproduction of “natural” color 
photographs. The truth is that even if 
we grant all the limitations of color 
film and reproduction, few “natural” 
settings are in themselves possessed of 
harmonious color and a unified design. 
Most magazine color photography has 
not changed in years, remaining on the 
level of snapshots and catalogue stan- 
dards. Without a design consciousness 
the best collection of facts in photos of 
“natural” color ends in mediocrity. 

Sometimes one hears that certain sub- 
jects do not really need to be stated in 
color, that black and white is more 
impressive. There is no denying the 
majesty of black and white. The trouble 
is that too many people do not consider 
a large area of black or white with a 
small amount of other color suitable 
for a color photograph. There is cer- 
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tainly much to be done to make avail- 
able color selectivity and control in the 
photographic process for graphic edi- 
torial purposes. This includes the de- 
velopment of more sensitive taste. Push- 
ing the limits of color selectivity and 
taste brings us ever closer to the paint- 
ers’ problems. 


Designed silence 


Motion picture photography is leav- 
ing its mark on the changing look of 
magazines. Its earliest influence runs 
concurrent with the comic strip pattern 
applied through “candid” photographs 
in multiple units. A debt less often 
recognized is owed the silent film for 
the variety and pacing of closeup and 
middle distance shots that are so much 
a part of modern picture layout tech- 
niques. Just as the movie screen de- 
scribes the limits of vision in the 
theater, the bleed page brings the reader 
emphatically into a deeper world. Op- 
posite smaller pictures with more white 
space, contrasts in scale become more 
obvious. Again, this has become an 
overworked convention. The introduc- 
tion of sound film made us aware of the 
silence of images accented by tone. 
Magazines have become too noisy. Just 
as black and white photographs some- 
times leave the reader to imagine any 
color depth he is capable of associating 
with the subject, so should silence be- 
come a part of the design. Designed 
silence has not yet refreshed most mod- 
ern magazine design. 


Swing to stylized art 


Editorial use of painted and drawn 
illustration has increased enormously. 
This is especially true of the kind of 
stylized units that may be best described 
as a cross between a peopled manu- 
script of the middle ages and the twit- 
tering lines of Paul Klee. And let us 
not forget the influence of virtuoso 
Picasso. 

Most straight illustration has failed 
to depart from the essentially melo- 
dramatic personae of early magazine 
illustration in America. There were 
men who knew how to draw but not 
many who knew what to do with their 
skill. Today, magazine art directors are 





no longer shocked by the illustrators 
-need to take another photograph be- 
fore he can alter a sketch. This is not 
just a matter of speed. But just as his 
predecessors looked to Frans Hals, 
Messonier, Gerome and John Singer 
Sargent, the modern illustrator has ac- 
quired many devices, a line here, a 
texture there, and a few free floating 
shapes from a host of contemporary 
artists, without adding much in the way 
of insight. 


“Suitable for framing” 


Some contemporary artists have been 
“persuaded” to lend their style to edi- 
torial illustration and thereby enhance 
a magazine’s appearance. In one recent 
case a “great and famous” artist made a 
painting, in cliche fashion, gay colors 
as usual, same old wornout forms, prac- 
tically no visible relationship, let alone 
mood, for a weak, pointless, pseudo- 
psychoanalytical interpretation of a 
dreary family. End result? An editor's 
note to the reader stating that for a few 
cents he or she may buy entrance into 
the rarified atmosphere of “Art” and 
receive a reproduction suitable for fram- 
ing. The process may be smart salesman- 
ship, but in this case, as always, content 
does make the decisive difference. 


New shapes & textures 


Above all, modern art techniques have 
been used to break the monotony of 
photographically drawn pictures piled 
on top of tons of photographs. The 
most vital effect is that the reader has 
become used to new shapes and varieties 
of textures. These are being increasingly 
used in layouts which, without violating 
the message, create movement and 
direction with an in arid out of the 
page play of color and shapes. This is 
more apparent in magazines which are 
less concerned with narrative forms but 
rather with the direct need for symbolic 
illustrations and the space to give to 
them. Pharmaceutical and “little” mag- 
azines have contributed much in this 
development of color and texture. One 
visual drawback is the quality of the 
paper and surface on which these de- 


(continued from page 129) 
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Recently, in the Famous Artist’s 
Magazine I saw a small reproduction 
of an old story illustration. British sol- 
diers were marching in even lines up 
Bunker Hill. The scene encompassed 
much area; hundreds of soldiers were 
in view, each a perfectly delineated, 
costumed human; there was sky, and 
air and firm ground underfoot. I studied 
the illustration for a long time. It was, 
as I have said, a very small picture; 
smaller than the most minor photo- 
graph in a picture story in any one 
of today’s periodicals, but it breathed 
life and the fury of battle and was 
very, very satisfying. The artist was 
Howard Pyle. 

I knew that Howard Pyle was the 
teacher of the great N. C. Wyeth and 
I knew that Andrew Wyeth was the 
custodian of his father’s heritage and 
so I asked Andy if he had any of H. 
Pyle’s samples. He sent me Pyle’s scrap- 
book and said that he wished that he 
could see my face when I studied the 
pictures in it. Andy was right. 

Here was the work of an artist who 
worked prodigiously at a time when 
there were no movies, no swipe files 
within easy reach, no stacks of mass 
magazines being delivered each week, 
and NO photographs to copy. Yet the 
scrapbook was a pictorial history of the 
ages. Pyle could skip from the Revolu- 
tion to the Middle Ages; to Blackbeard, 
the Pirates; to elegant people in his 
contemporary gaslight age and back to 
Peter Stuyvesant’s New York with the 
greatest ease. His characters lived, in- 
deed they throbbed with life and when 
they died, as many of them did, they 
died with conviction. His costumes were 
detailed in the extreme and had been 
really worn for some time by the humans 
inside them. And they moved; oh how 
they moved, and sat and gestured and 
slept. One figure or one hundred, they 
all existed. And most important, the 
reader received the distinct impression 
that Pyle had been there on the spot 
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Magazine illustration, with all its full- 
color and splashy techniques, just isn’t 
vibrant. by Kirk Wilkinson 


and seen what he was illustrating at 
the exact moment it occurred. How 
could he have covered so much ground, 
so many centuries with his limited re- 
search facilities. 


modern vs. past 

1 spent an intense evening deep in 
the scrapbook and ended by thinking 
of the modern magazine and its modern 
illustrators. I thought of great areas of 
four color, and splashy techniques, large 
pages and large fees and then I thought 
back again to Pyle and his small black 
and whites reproduced with poor con- 
trasts and blurred values and I felt 
that we have lost something very valu- 
able in our illustrations. We have lost 
excitement, a sense of life. Our illustra- 
tors produce tour-de-forces, clever com- 
posites of theatrical angles blended with 
kaleidescopic color. But one glance at 
their work is enough and ten won't 
cover a Pyle illustration. The easy an- 
swer to this statement is that the photo- 
graph has taken over the portraying of 
life as it is, leaving to the artist the 
romance and make believe. But this isn’t 
really so. I went through several issues 
of Lire with this argument in mind and 
found only a very few photographs 
that could come up to Pyle’s illustra- 
tions in movement and fascination. The 
camera for all its reputation as a por- 
trayer of life as it is comes up with a 
surprising amount of static material. 
Pictorially, life is often very quiet in- 
deed and it sometimes takes the talent 
of a great artist to make it vibrate. 
Howard Pyle alive and working today 
would be swamped with work from 
eager art directors. 

Since the war the camera has surged 
ahead in the graphic arts. It was said 
at the time of the war’s end that the 
photographic field was going to be 
flooded with returning servicemen who 
had been very well trained by Uncle 
Sam. They were right, the field was 
flooded and we now see the results of 
all the vigorous new talent that was 
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injected into the business ten years ago. 
Photographers have taken over. In ad- 
vertising and in the editorial pages of 
magazines they have taken the place 
that was once occupied by artists. It 
wasn’t even a good fight. The artist had 
become soft with long years of easy 
living and had allowed. himself to be- 
come a designer, a manipulator of tex- 
ture, color, and composition. Life had 
gone from his work. The old argument 
about the illustrator’s use of photo- 
graphs has gone on too long for me to 
add to it here, but the truth is that the 
artist by placing whole reliance on the 
photograph played right into the hands 
of the cameraman. By attempting to 
manipulate photographic scrap instead 
of humans in settings he lost the only 
advantage he had. 

Quite apart from Howard Pyle and 
art vs. photography the current maga- 
zines are looking very handsome edi- 
torially. A prosperous national economy 
always brings out a healthy amount of 
white space. Good taste, good styling, 
and good printing are magazine by- 
products of a high national gross in- 
come. Art directors and editors seem 
to have been relieved of the necessity 
of making every square inch pay for 
itself. Photographers are flexing their 
muscles all over the pages learning to 
take pictures without shadows and 
showing a healthy tendency to experi- 
ment. Typography is sensible and hand- 
some and shows a healthy tendency 
not to experiment as it did in the early 
thirties when typographic experiments 
with Dada and Surrealism almost 
wrecked the English language as it was 
printed. 

And most important magazines seem 
to be finding important and interesting 
things to say. The material is important. 
It’s only a short jump from interesting 
subject matter to interesting presenta- 
tion. 

All in all lots of quality and lots of 
promise. * 
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F. H. Roberts was born and educated 
in England. Attended Columbia Uni- 
versity and School of Fine and Applied 
Arts. Handled art and production for 
Shell’s advertising department from 
1932 to 1942. Art Director and Produc- 
tion Manager of Shell’s Public Relations 
Department from 1946 to the present. 
Member of the Art Directors Club. 
Chairman of the 34th Art Directors 
Annual. Resides in Lake Success, Long 
Island. Hobbies, sports cars and pho- 
tography. 


Today, many large industrial concerns 
tend to standardize their art work in 
presenting themselves to the public. An 
exception to this growing trend is Shell 
Oil Company. The dominant theme of 
the art work turned out by the com- 
pany’s public relations department is 


its diversity. This seeming paradox is 
easily explained: 

The department has one basic pur- 
pose—to present the company to the 
public in a way that will make the pub- 
lic think well of it. 

But the company has a number of 
publics: employees, stockholders, cus- 
tomers, women who travel with families, 
school and college students who want to 
know about the oil industry. 

These different publics have different 
interests, so Shell approaches them in 
different ways. Illustrated posters on 
bulletin boards tell employees about in- 
teresting and important developments 
making the company more efficient, a 
better competitor, a more progressive 
employer. Illustrated stuffers sent with 
dividend checks tell stockholders of 
progress affecting their interests as own- 
ers. A catalog and a series of folders 


2) 


FOR MANY PUBLICS, 


swap, Savers CaENett 


Now 
Aparsestenne #F THE aus om comres® 


qamovets Oment 


MANY 


describe Shell’s million dollar collection 
of motion pictures—all loaned free. 
Booklets covering every phase of the 
industry are available to students and 
others who ask for information about 
the industry in general. Altogether 
these materials serve the same purpose 
building good will. Each does the job 
in a distinctive way, involving « dis 
tinctive type of art. 

The women’s program, built a:ouné 
Carol Lane, Shell’s women’s travel direc 
tor, is a good example. Aimed «t the 
American woman motorist, it is designed 
to create a favorable impressio: fo 
Shell by telling her how to make dviving 
a safer, easier and more enjoyab¢ 
perience. 

The program is now in its tenth yea! 
making Shell one of the first maj: it 
dustrial concerns to recognize th. it 
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portance of the American woman as a 
consumer and trend setter. 

Miss Carol Lane travels approxi- 
mately 60,000 miles a year, doing travel 
research and reporting her findings in 
talks to women’s groups and in radio 
and television interviews. Material pro- 
duced for the program includes Carol 
Lane’s weekly newspaper column, Tips 
On Touring, cartoon mattes on motor- 
ing, cars, and related subjects, booklets 
on touring, and visuals for her talks 
and demonstrations. 

To help identify—and characterize— 
these carol Lane activities, Shell uses 
a light, carefree art treatment that turns 
the oi, company into a helpful, pleasant 
and u :derstanding neighbor who knows 
how to pack a suit “wrinkle-free,” keep 
tots |.appy while motoring, follow a 
toad i1ap without getting lost (and fold 


ft up neatly when through), locate the 








™ Shell Oil’s Public Relations activities 
are beamed at many different groups; the 


2 supporting art work is necessarily diverse 















APPROACHES 


best restaurants in strange towns, and 
even collect sea shells. 

Nearly all the art work prepared for 
the Carol Lane program is executed 
by Arabelle Wheatley. Her consistent 
light line technique was not only ex- 
pected to appeal to women, but also to 
become synonomous with the Carol 
Lane program itself. For the motion 
picture program, and for other book- 
lets and folders prepared for stockiold- 
ers and the public in general, a photo- 
graphic approach has been followed for 
the most part. A realistic art approach 
has been adapted for posters and for 
the employee magazine. It is seldom, 
however, that the various techniques 
are intermingled. 

On this and the following pages are 
some examples of the art work prepared 
for Shell’s Carol Lane program. . 
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6) 


7) 


— HOW TO READ A ROAD MAP———— 


Touring Can Be Childs Play is one of the 
booklets prepared by Shell’s public 
relations department as part of the Carol 
Lane program. It is illustrated with light, 
cartoon-type art to appeal to Miss Lane’s 
audience—women. 


Describing the Carol Lane awards for 
traffic safety, and telling how to submit 
nominations for the annual program, this 
folder features the sculpture awarded to 
the two top winners. Symbolizing “woman's 
protective instinct,”’ it was designed for 
Shell by Vincent Glinsky. 


Cartoon mats are another phase of Shell’s 
Carol Lane program. Sent to newspapers 
once a month, they are always illustrated 
by the same artist. The bright, casual art 
treatment has gained wide acceptance 
for the mattes. 


Carol Lane’s “check list” is another 
pamphlet distributed by the public relations 
department. Detailing the items needed 
for a weekend motoring trip, it has 
sketches to break up the lists of solid type, 
make for a more appealing layout. 


The “Vacation Dress-O-Graph” has split 
pages to illustrate various combinations of 
skirts and blouses suggested by Miss Carol 
Lane. Art work is also used to show how 
to make a blouse from a 36” square, 

and how to make a full skirt, reversible 
jacket, and bathing suit. 


“Tips On Touring” is a syndicated weekly 
column prepared for Shell’s Carol Lane 
program. The spot, consistent with the 
cartoon treatment, illustrates the theme 
of the column, aids greatly in reader 
identification. 


In speaking before women’s groups, Miss 
Lane employs “visuals” to illustrate 
many of her travel tips and motoring 
information. The bright art work adheres 
to the background magnetically. The 

effect can be gradually built up, and the 
figures moved about to demonstrate a 
point. The light approach is again used, 
even when describing something as 
technical as “what makes a car run.” 
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1) Charm Mailing Box with Jester. 
A self-mailer composed of a set-up 
box... Jester is a folding box 
contained within which pops up. 
Designer: Harry and Marion 
Zelenko; Client: Colorforms 





2) Product; Convention—CBS. Simple 
fold-out containing program 
material, mats, etc. Perfect 
example of folding completely 
integrated with design. Designer: 
Lou Dorfsman; Client: CBS Radio 





Ar 

















Consultant designer Harry Zelenko, also be enhanced. Good design must be 
thanks to many years of working with inherent to begin with—for no amount 
pharmaceutical and network accounts, of trick-folding can mask mediocrity. 
has developed a fine touch for combin- Two promotion fields, pharmaceutical | 
ing eyestopping trickfolds and gimmicks and networks, have not suffered from 
with paper folds with a feeling for lack of imagination in 3-D paper de- 
good design. signing. We might also note that many 
Harry studied at the High School of of the greeting card companies manage 
Music & Art, Art Students League, NYU, somehow to combine truly clever and | 
and Pratt Institute evening school. Was imaginative folding devices with unu- | 
an assistant to Milton Ackoff, then be-  sually banal art and design. 
came AD of Lindsay Advertising in New 

Haven. Back to New York he joined {5 the extra worth the extra? 

Sudler & Hennessey, Monogram Art 

Studios, and finally became associate The cost factor may be a drawback 
AD at William Douglas McAdams for large runs when hand operations are 
agency before forming his own design needed (since price per unit does not 


service which he runs with his wife, usually drop when quantity increases). 
However, as in the case of the Stork 


below, no excessive cost was incurred 

because this is a basic folding carton 
When the need for something fresh or with a few die cuts, and the essential 
different in promotion arises, the answer qualities of the reverse-tuck folding box 
often transcends the use of color and are not changed. The NBC Christmas 
design alone in expressing an idea. card required hand gluing, entailing a 
Trick folds, “gimmicks,” three dimen- negligible cost factor since the quantity 
sional designs with paper have specific was reasonably small. The individual 
uses when the need for something off- unit should be designed in accordance 























Marion. 





beat exists. with the over-all quantity to be pro- 
Folding, die-cutting, scoring, etc. offer duced. 
the designer new tools with which to ex- The never-ending budget problem is 





pand his facilities for expression. The always there, but the designer with a 
addition of a third dimension with pa- knowledge of production can help con- 
per might very well add another dimen- trol costs. Often costs can be surprising- 
sion of interest (which is an opening ly low considering the attention value 
for sales). Remembrance value might _ received. 











The 1956 and National 
Conventions...sponsored by the Westinghouse 
Electric Corp. over the full CBS Radio Network. 


— 


me 
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4) 


5) 


6) 





Product; NBC X-mas Card. 
Die-cut out of one piece of stock, 
printed in X-mas colors, for the 
Today Home, and Tonight show. 
Designer: Herb Lubalin 

Agency: Sudler and Hennessey 
Client: NBC 


Product; Castle. 

Castle made as folding box—one 
piece of stock requiring final hand 
assembly. Give-away to hold 

drug samples 

Designer: David Epstein 

Client: Winthrop Stearn Inc. 


Product; Somnos pop-up. 
Effective and dramatic folding 
device to convey a “before and 
after” situation. 

Designer: Herb Lubalin 
Agency: Sudler and Hennessey 
Client: Sharpe and Dohme 


Product; Pfizer tablet folder. 
Man’s mouth on inside spread opens 
and closes in this rather simply 
engineered french-fold folder to 
dramatize product in use. 
Designer: Harry Zelenko 

Agency: William D. McAdams, Inc. 
Client: Charles Pfizer and Co., Inc. 
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1) the package is the trademark 


MORE POWER 





TO THE PACKAGE 


Walter Landor, nationally known West 
Coast industrial designer, is an authority 
in the packaging design field. His work 
for major companies coast-to-coast has 
won numerous design awards. A design- 
er’s designer, he is a pioneer in the cre- 
ation of new concepts for visual com- 
munication through packaging. Mr. 
Landor was educated in Paris, Munich, 
and London where he practiced before 
the war. He established Walter Landor 
& Associates in San Francisco 16 years 
ago and is a director of the Package 
Designers Council. The packages illus- 
trated here were designed by his firm. 





2) adaptability of basic design 


It is by now a truism that the design 
of the package is today virtually the 
only merchandising tool left at the point 
of sale,—at that last crucial moment 3) T Visibility 
when the housewife is ready to reach 
for the product. 

The package has come a long way: 
Originally conceived as a simple vehicle 
for carrying a pre-measured quantity 
from manufacturer to consumer, suit- 
ably protecting the contents and 
branded to facilitate repeat sales, it has 
become the most powerful available 
visual symbol, the handle by which to 
promote and sell the product. 

If it is agreed that the package pro- 
vides the most direct means of com- 
munication between manufacturer and 
consumer, then advertisers, art direc- 
tors and designers should be charged 
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7) effective closeup or from afar 





8) emotional appeal 


5) use all surfaces 


9) utility a plus factor 


6) a friend, not a salesman 





10) ease of handling 




















The package has come of age as a sales force, 
Designer Walter Landor points out 


current directions in package design 


with criminal neglect,—in a friendly, 
coaxing sort of way: Advertisers, when- 
ever they are worried about change, 
even though design modification of 
well established brands, when entrusted 
to experts, has proven its value time and 
time again; art directors, because they 
haven’t pushed the account executive 
hard enough to sell the client on the 
vital need for a change; and designers 
because in many cases they haven’t made 
the most of their opportunity when it 
did present itself. 

Here, as I see it, are the directions in 
which we are going,—or ought to go: 

Above all, the growing recognition 
that package design, to be a positive 
factor in selling the product, must be 
brilliant, not adequate; must have 
uniqueness of personality, not just look 
good; must provoke desire,—not just 
tell the brand and product story in a 
forceful layout. 

1) To think of the total package as 
the trademark is a direction which has 
logic on its side: Why expect the eye 
to focus first on a trademark, then take 
in the brand name, and finally get the 
product story, when superior design 
skill can contract these three impres- 
sions into one single image,—and con- 
vey it with triple force, in a third of 
the time. 

2) Flexibility of the brand image,— 
effective adaptability of basic design 
prototype to a long line of unrelated 
package sizes becomes increasingly vital 
in this age of diversification and com- 
pany mergers. 

3) TVisibility is becoming a more po- 
tent criterion in the valuation of labels 
and packages, the realization that much 
waste results when the essential recog- 
nition elements of the package do not 
come across in authentic, undoctored 
form. 

4) Sophistication should become the 
new watchword in developing package 
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appeal for everything—from candy to 
toilet tissue. The power of recent sen- 
sory education, reflected by the home 
environment of virtually all consumer 
groups, cannot much longer be ignored 
without penalty. 

5) Full exploitation of all package 
surfaces—the concept that the package 
is a three-dimensional sales tool (not 
an object with a face and a back) is 
spreading and causing much secondary 
redesigning. 

6) While the vital battle for focussing 
attention toward the product on the 
store shelf continues to be fought, with 
the increasing help of professional 
package designers, the battle for the 
hearts of men—and women and chil- 
dren—is just beginning. Making a pack- 
age act like a friend (not a salesman) 
standing there on the kitchen or bath- 
room shelf, in the icebox or the bread 
box, is a concept as yet too rarely at- 
tempted. What greater insurance is 
there for building brand loyalty than 
to win the consumer’s heart by making 
the package a joy to have around,— 
by making it a pleasure for the eye to 
behold. The consumer is ready for it, 
Now. 

7) Stylistically the most healthy trend 
is away from Sterile Simplicity to Sim- 
plicity plus Soul. This is harder to do 
because it takes a designer with a soul,— 
and rarer still: a willingness to expose 
it. But it’s worth every effort to accom- 
plish that magic blend of boldness from 
afar and ingratiating friendliness from 
close up. 

8) Emotional appeal, that intangible 
element creating the response of “I 
don’t know why I want this,—I just do” 
is becoming an increasingly vital factor 
in the design of sales producing pack- 
ages. 

Research is playing an increasing part 
in making more factual information 
available to designer about product's 











position in the market, and later in 
evaluating alternative design solutions. 
There are two big—and growing—bottle- 
necks in getting maximum value from 
research and testing, quantitative or 
motivational: 

(a) Scarcity of designers sympathetic 
towards, or capable of, translating re- 
search findings into visual forms of com- 
munication; 

(b) Inherent weakness of design test- 
ing methods that dissect the appeal of a 
design into parts and often fail to gauge 
the intangible force of the whole. 

Healthy direction around the corner: 
Advertisers maturing in their use of 
research, to the point where they use 
it the way good researchers intend it 
to be used—NoT as gospel proof, NOT 
as rules to live by, Nor as a substitute 
for creativity, NOT as an automatic de- 
cision maker, but: as background in- 
formation to provoke creative thought, 
to facilitate intelligent planning and 
stimulate judicious action. 

g) Utility as a plus factor continues 
to be a sales aid PROvIDED that it does 
not offend the social standing of the 
consumer. It must either offer an obvi- 
ously helpful service or it must project 
a desirable way of life, a happy mood 
or a pleasant occasion. 

10) Ease of Handling in the ware- 
house plus Speed in conveying vital in- 
formation, is a growing need recognized 
by designers working on corporate iden- 
tification programs. Non-consumer goods 
industry is awakening to the value of 
creative planning of shipping contain- 
ers. 

Most significant symptom of better 
design procedures ahead: More and 
more agency art directors are establish- 
ing policy that package design pro- 
grams be handled by professional de- 
sign specialists, contracting direct with 
client, but proceeding with benefit of 
counsel from agency art directors. » 
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upcoming 
artist Steve DuQuette * 






“American Airlines, Inc. carries more passengers 


J i ; . 
U meeert artist Steve DuQuette went than any other airline in the world.” 


West, then East. Born in Toledo he 
moved to Los Angeles when 2. He 
stayed on the Coast long enough to 





study at Los Angeles County Art Insti-° 
tute and at Chouinard Institute. Got 
his first job with a direct mail house 
in L.A. and worked nights doing spots 
and cartoons. 

Steve came to New York in 1952. 
He sold gag cartoons to major publica- 
tions, then editorial art along with gags, 
then stylized spots for ad campaigns. 
He has a space arrangement with Royer 
& Roger where he is designing slide 
films, doing stylized and decorative spots 
for POP material and booklets, and 
continuing decorative cartoons for news- 
papers, magazines and brochures on a 
freelance basis. e 
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when photography isn’t the best answer 





Here are three current ads we picked 
to make a point. 

These ads are illustrated by different 
artists, working in styles distinctively 
their own. One of the ads is completely 
off-beat, although still recognizable in 
subject matter. The other two are ex- 
ecuted more realistically. But in each we 
see that intangible something usually 
referred to as “technique”. 

Perhaps these ads point the way to 
irtists for holding their own against 
that burgeoning bugaboo in the adver- 
ising art business: photography. That 
photography is beating many an artist 
to the punch can hardly be kept a 
secret any longer. Pick up a copy of 
Life magazine and see for yourself. In 
\ recent issue, out of 61 full page ad- 
vertisementS 45, or seventy per cent, 
use a photograph as main illustration. 

This trend has long been in the 
making and artists don’t like it one 
bit. Long years of schooling plus nat- 
ural talent go to waste if this trend to- 
ward photography keeps up. It’s a 


problem that artists face today—and they 
are often puzzled by it. 

There are, of course, good reasons 
for the growing reliance on_photo- 
graphy. Absolute realism — the kind 
clients can hardly quarrel with—is one. 
But that isn’t all. The fact is, photo- 
graphers have come a long way in the 
last few years, turning the lens into a 
highly flexible medium, camera work 
into almost a form of fine art. Many 
photographers have developed a tech- 
nique of picture-taking as distinctive as 
that of an artist. 

Illustrators, too, have experimented 
with techniques, but with considerably 
less success. Those who dared to be 
“different” strayed so far from realism 
that their paintings could no longer be 
used as a means of communication. At 
the other extreme were commercial 
artists who tried to mirror life and na- 
ture exactly as they are (except, pos- 
sibly, when painting beautiful girls, in 
which case they made them even more 
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beautiful). 

We doubt if the way to beat photo- 
graphy is to put more realism into art. 
This would be like trying to beat the 
camera at its own game. When it’ comes 
to a need for realism, there is. little 
reason for the art director not to use 
photography — unless there’s a special 
technical reason, such as not having 
enough time to go and shoot a picture 
on location. 

Our feeling is that art should stick to 
what it does best — be distinctive. The 
advertising field is constantly alert to 
new ideas and techniques. The more 
variety, the better. 

It is well within the realm of possibil- 
ity to paint in a highly individualistic 
fashion and still remain understandable 
to the audience. The three ads shown 
here prove this. The atmosphere they 
create is something very different from 
what a photograph would accomplish. 
The art directors had good reasons for 
choosing artists instead of photographers 
for these jobs. ” 
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ALFA doodle dandy 
keep our number handy* 























*Happy Birthday, George! 
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in Philadelphla 


Harry Brodsky named 
AD at Westcott & Thomson 


Artist and designer Harry Brodsky, who 
has been art director for a number of 
agencies specializing in pharmaceutical 
work, has been appointed AD at Westcott 
& Thomson, Inc. He was instructor of ad- 
vertising art in the Philadelphia schools 
and has a national reputation as a print- 
maker. His lithographs have been shown 
in the leading galleries around the world. 


Geare-Marston 
joins Ruthrauff & Ryan 


Philadelphia agency Geare-Marston has 
merged with Ruthrauff & Ryan, chang- 
ing G-M’s name to the Geare-Marston 
division of Kuthrauff & Ryan. This step 
is another in the series which have re- 
organized Ruthrauff & Ryan since pres- 
ident F. Kenneth Beirn took over. R-R 
has 12 national offices. G-M president 
Norman W. Geare continues as head of 
his division. His branch will bring 
about $6.5 million in billings. All of the 
Philadelphia agency’s accounts will be 
moved to the national agency. 


American Color Print 
Society elects officers 


Richard Hood has been elected presi- 
dent of the American Color Print So- 
ciety. Other officers include Mildred 
Dillon, vice president; Katharine H. 
McCormick, treasurer; Hester Cunning- 
ham, recording secretary; Ethel V. Ash- 
ton and Dorothy M. Hutton, corres- 
ponding secretaries. 


Philadelphia photographer 
appointed to Sabena staff 


Edward Gallob, Philadelphia photo- 
grapher, has been appointed staff photo- 
grapher for a merchandising promotion 
between Sabena Belgian World Airlines 
and leading American manufacturers in 
the outdoor and fashion industries. 
Leonard F. Fellman Co. is co-ordinator 
of the program. Campaign will be the 
promotion of tourist travel to the Bel- 
gian Congo. One category is “A Safari 
Field Tested Group,” featuring cameras, 
guns and pistols, luggage, and other out- 
door and hunting apparel. Second, 
“Sabena Travel Tested Fashions,” car- 
ries fashion items carrying the Congo 
theme. 

A group planning the campaign in 


Belgium and the Belgian Conyo ip. 
cludes photographer Ace Williams. Na. 
tional advertising and point-of-saie dis 
plays for department stores will be pan 
of the merchandising program. 


Pyramid awards presented 


Pyramid awards were presented to the 
following at the organization’s Second 
Annual Fall Review Invitational 
Emanuel M. Benson, dean of the Phila. 
delphia Museum School of Art; Romar 
Bearden, artist and writer; Edwin Ear! 
Lewis, professor of art, Howard Univer. 
sity; Joseph A. Greenberg, Jr., sculptor 
and teacher; Gertrude E. Benson, ar 
critic of the Philadelphia Enquirer; Dor. 
othy Grafly, chairman of the Art Alli 
ance’s sculpture committee and art criti 
of the Evening and Sunday Bulletin, 
and posthumously, Walter E. Baum, 
artist and writer. 


Philadelphia premieres 
Swedish glass exhibit 


First major exhibition in the east of 
Swedish glass was held in Philadelphia 
at the Commercial Museum of the Phil: 
adelphia Trade and Convention Center. 
The Adventure in Glass exhibit is in 
the United States for a two-year tour 
under the auspices of the American Fed: 
eration of Arts. Danish architect Erik 
Herlow designed the show for the 
world-famous studio-workshop of Orte 
fors Glasbruk. The exhibit was designed 
to be shown in eight sections, showing 
in sequence the steps through which 
glass becomes transformed from crude 
materials into useful articles and finall} 
works of art. 

The five Orrefors artists whose work 
is displayed include Nils Landberg, en 
graver and illustrator; LKdwin Ohrstrom,f 














Philadelphia Art Supply Co. 


Philadelphia’s most complete stock of 
art and drawing materials. 

© Craftint 

¢ Zipatone 


* Bourges sheets 
* Kemart materials 
* all graphic art supplies 


Send for our 200-page catalog 
on your letterhead 


25 S. Eighth St. * Philadelphia 6, Penn.:. 
MArket 7-6655 * Prompt delivery servi. ¢ 
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6% SOUTH 20TH ST., PHILA. 3, PA. 


LO 4-5712 


REPRESENTED BY 


WILLIAM A. MOORE 
RI 6-3116 
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sculptor; Sven Palmqvist, technician 
and sculptor; John Selbing, photo- 
grapher and designer; and Ingeberg Lun- 
din, who won the 1954 Lumning Award 
of $2500 in competition with artists 
from the Scandinavian countries. 


Upcoming exhibitions 

at Art Alliance 

Series of exhibitions scheduled for the 
Philadelphia Art Alliance include R. 
Robert Smith’s photographs of Phila- 
delphia artists, to be shown through 
Feb. 24. Other shows: Betty M. Bowes, 
oils and watercolors, through March 6; 
John Barber, watercolors, oils and 
watercolors, Feb. 13-March 3; Leonard 
Baskin, prints, Feb. 13-March 10; 
George Bunker, prints and drawings, 
Feb. 27-March 17; Michael C. Louridas, 
l\thographs, and Mary Louise Work, 

culpture, Feb. 27-March 24. 

Betty Cooke, jewelry enamels, leather, 
nobiles, March 3-March 31; Robert 
sborn, cartoons, March 6-March 31; 
arl D. Laughlin, Jr., paintings; March 
April 3; Young Illustrators, March 3- 
pril 14; Allen R. Koss, paintings, 
larch 27-April 28; “Recent Work by 
larry Bertoia,” metal sculpture, paint- 
ngs, drawings, prints and furniture de- 
gns, April g-April 22; Creations in 
‘aper and Decorative Papers, April 3- 








t Direction 





May 5; Dorothy White, oils, gouaches, 
drawings, April 5-May 12. 

Contemporary Stained Glass, April 
17-May 12; Filomena Dellaripa, paint- 
ings, May 1-June 2; Group Exhibition 
—George A. Beach, Ranulph Bye, Jo- 
seph J. Crilley; Rita Fava; Neil Lieber- 
man, Robert F. McGovern, Marjorie 
Ruben—May 3-May 31; Accessories for 
Men—metal, wool and leather—May 7- 
June 2; Trends in Philadelphia Sculp- 
ture, May 16-June 9. 


Philadelphia Clips 


The Waldemar Raemisch memorial ex- 
hibition held at the Philadelphia Art 
Alliance included the artist’s drawings, 
handwrought silver, medals in silver and 
bronze vases as well as the famed sculp- 
tures in bronze, stone and plaster. . . 
The exhibition bulletin carried two ap- 
preciations of his work by Jacob Rosen- 
berg and Peter Mueller-Munk . . . Re- 
cent shows at the Art Alliance included 
temperas by John Ochypko, crafts, oils 
and drawings by Miriam Melnicoff .. . 
Oshypko is AD of the Co-Opera Com- 
pany . . . Sue May Gill’s portrait of 
Laurence H. Eldredge, Art Alliance 
president, was included in the Pennsyl- 
vania Academy of Fine Arts exhibition 
of Philadelphia art . . . Charlotte Katz 


is represented at the Syracuse Museum 
of Fine Arts... Her work is in the 19th 
Ceramic National . . . Philadelphia ob- 
served its fifth annual Printing Week 
activities last month with a graphic arts 
printing exhibit, a “Man of the Year” 
luncheon, consolidated trade exhibit, 
students’ open house, Dviea workshop, 
“Best of the Year” dinner... 

Account Changes in Philadelphia: 
Richardson, Thomas & Bushman, Phila- 
delphia, has acquired the Allen-Sher- 
man-Hoff Co. rotary feeders account. . . 
The agency also has the Royer Foundry 
& Machine Co. account . . . Meat packer 
Morrell-Felin’s account now with Lewis 
& Gilman ... Bauer & Tripp has the 
Fidelity Mutual Life Insurance Co. ac- 
count Personnel Changes: Ira 
Brichta now ad and promotion manager 
of the laundry equipment dept., Philco 
Corp., Philadelphia. Was merchandise 
manager, Philco distributors . . . Wil- 
liam H. Anderson now account exec 
with Parker Advertising, Dayton, leav- 
ing E. F. Houghton, Philadelphia, 
where he was assistant ad manager .. . 
Henry M. Chestnut now vp at Curtis 
Publishing. Is also superintendent of 
manufacturing . . . Charles F. Bofinger 
now vp and account exec at Petrik & 
Stephenson. - Was sales-promotion mgr. 
at M. A. Bruder & Sons. * 
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on the 


West Coast 


Transit spectaculars 
available in LA 


New transit king-size posters, available 
under two plans, paint or poster, are of- 
fered now in the Los Angeles area. The 
bus posters come in two sizes, 2Y ft. x 
12 ft., and 21% ft. x 15 ft. The poster plan 


offers frequent copy cnanges. The spec- 








Al Brulé 
one of many 

illustrators available 
plus a complete 

production service 


Elgin Davis Studio 
Wm 2861 West 7th 
| DUnkirk 9-3138 





taculars are made available through Cali- 
fornia Transit Advertising, Inc. 


Art education conference 
offers seminars 


The National Art Education Associa- 
tion Conference to be held in Los 
Angeles April 16-19 will offer an adver- 
tising design seminar at the Statler 
hotel. Chairman of the seminar Robert 
Thomsen announced the seminar has 
been planned to widen the background 
of the instructor and student and to dis- 
cuss problems with professional artists 
and educators. Thomsen is chairman of 
fine and applied arts, Glendale College. 
His illustrations have appeared in 
American Artist, children’s books, and 
at a Swedish glass exhibit. 

Seminar participants will tour Pacific 
Press; Art Center school; Foote, Cone 
and Belding. Charles Porter will direct 
the agency meeting. A panel discussion 
has been planned at Carson-Roberts. 
Leaders will include Saul Bass, Jim 
Real, Bill Tara, Jack Roberts, Dave 
Rose, Charles Porter, Jim Jordan. 


Elgin Davis establishes 
profit-sharing trust fund 


Elgin Davis Studios, Inc., recently be- 
came the first west coast commercial art 
studio to inaugurate a_ profit-sharing 
trust fund for employes. The studio es- 
tablished the plan to stabilize employ- 
ment and offer security to its staff. Em- 
ployes’ shares are based upon length of 
employment and amount of income. 
The trust fund’s moneys are derived 
from a set percentage of yearly profits. 
The fund is administered by a board of 
directors chosen from studio personnel 
and bank and finance experts. 

Elgin Davis Studios welcomes _in- 





























quiries on the plan from other art 
studios. 


West Coast Clips 


Movement between Los Angeles and 
Chicago: Dick Clark from Stephens- 
Biondi-DeCicco, Los Angeles, to AD 
post at Leo Burnett, Chicago... Reno 
Biondi of S-B-DeC, Chicago, to Los An- 
geles for conference with Howie Fors- 
berg, the studio’s Los Angeles president 
... The California branch’s Fritz Willis 
has completed eight editorial illustra- 
tions for SEP... Dick Kuhn is creative 
contact rep for Harte-Coleman Associ- 
ates’ new service office in San Diego. He 
continues, though, to serve Los Angeles 
clients... Peter James Samerjan enlarg- 
ing studio. Size will be doubled... Jim 
Merville has added Mike Kanaguchi to 
do layout and spots, and Neill Cate for 
design and production. Cate is a former 
student of Tom Jennings... Darrel! 
Milsap is new illustrator at Kopp Stu- 
dios...Duane Gordon, new AD at 
Erwin, Wasey, Los Angeles, comes from 
N. W. Ayer in Philadelphia... Jim 
Wood, of Stephens-Biondi-De Cicco, Los 
Angeles, has redesigned alphabet soup 
letters in Spencerian but is now worried 
about the fragile fine lines when they’re 
soaked in hot water... He has also bee 
observed commuting between Chicag: 
and Los Angeles, working on Colgate 
Maytag and Webcor accounts... E 
Kysar, now designing at Stephens 
Biondi-De Cicco, formerly with Sudle 
and Hennessey in New York. He is ; 
product of Art Center, Chouinard, Lo: 
Angeles City College. His talent first be 
came apparent while designing “Old 
Latrine” signs for the army . . . Roy 
Besser, commissioned by S-B-De-C to do 
an illustration of horse-and-wagon junk 
man, found subject in swanky Bel-Aire. 
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Segal AD at Elliot, Alan R. Segal, 


) Jaynes & Baruch formerly art di- 
rector for Bauer 


& Black, has been appointed art director 
of Elliot, Janes & Baruch, Chicago ad- 
vertising agency. 


Fred A. Niles 

bills over $1 million 

The Chicago;Hollywood film company 
headed by Fred A. Niles and bearing 
his name has gross billed $1.2 million 
during its first year of business. It was 
estimated at the opening of Fred Niles 
Productions, that $1 million would be 
billed in a year. Niles announced that 
he feels the entire tv industry is going 








Custom Coron Prints --oe-sesees 


From transparencies or color copy 


¢ Custom Color Prints (Printon & Type C) 
* Duplicate Color Film (Ansco 638) 
* Quality Guaranteed—Fast Service 


SIDNEY H. SIEGEL CO., INC 


161 E. Grand Ave., Chicago 11, Ill. 
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RT FOR FAST LAYOUTS 
There's nothing like the monthly Clipper for 
fas: layout in emergencies. BIG NAME firms 
that you know depend on the Clipper for Clip- 
Ari. Free sample: No obligation. Address .. . 


P MULTI-AD SERVICES, INC. 


Box B 806 Peoria, Illinois 
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through a major revolution now. Tele- 
vision networks and film companies are 
accelerating their activities, Niles said, 
in order to meet advertising agencies’ 
new formulas in advertising and mar- 
keting. 

Since Chicago is the center for indus- 
trial films, Niles said a film company 
can offer creative television services to 
agencies and clients directly. The future 
of his company, he feels, lies in greater 
creativity in tv spot production, addi- 
tional services beyond that of the usual 
film producer, and more tv shows in a 
vertical programming plan with a mid- 
western flavor. 


Society of Typographic Arts 
adds new Chicago members 


Chicagoans now members of Society of 
Typographic Arts include Felicia An- 
thenelli, editor of the University of Chi- 
cago Magazine; Chris J. Arvetis, Skokie, 
AD at Rand McNally; Allen Carr, AD 
at Ray Shaffer Studio; Katherine Grace, 
of Sears, Roebuck; William B. James, 
free lance designer and_ illustrator; 
Wendy M. Kemp, of the graphic design 
department at Motorola; Gordon K. 
Mackintosh, free lance designer and il- 
lustrator! Don C. Patterson, Oak Park, 
with sales department at R. R. Donnel- 
ley; Morton Shapiro, free lance photo- 
grapher. 


STA hears 
religious artists 


Sister Magdalen Mary and Sister Mary 
Corita of the Immaculate Heart College 
in Los Angeles, who have caused con- 
troversy in the religious art world, ex- 
plained their work to members of the 


Society of Typographic Arts. Work 
done in their classes has been noncon- 
formist. Their ingenious teaching 


methods and ability to convey enthusi- 
asm to students has been the subject 
of much discussion in art education 
groups. STA members viewed’ slides of 
the Sisters’ work. Sister Magdalen Mary 
has had an article, “On the Art Con- 
troversy,” published by School Arts mag- 
azine. It was illustrated with halftones 
of student work. e 
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Here at the Service dispatch desk things are on the move con- 
stantly, as type proofs travel to waiting clients. This spirited activity 


the Service Typographers organization. They're 
to do a better job for you in all your ad and 
e needs. Call and see the difference for yourself. 


Set in Venus Light Condensed 


SERVICE typographers, inc. 


CHICAGO 7, ILLINOIS 





chicago 


Kencolour— 
new color separation 


Ken Schmid Studios announces a new, 
perfected process of color separation 
called Kencolour. Kencolour can be 
made directly from subject, transpar- 
ency or flat copy, reducing costly hand- 
work in screen positives. Special photo- 
graphy or artwork is not necessary to 
use Kencolour. The studio announce: 
that quality and depth of colour is pos- 
sible because the entire job is studio- 
controlled, from original set-up to final 
progressive proof. Actual press condi 
tions are obtained by using a Miehle 24 
for offset lithography with regular inks 
on various grades of paper. 

The new process offers more colo: 
fidelity while saving work, time and cost. 
A mailing of sample work is available 
from Ken Schmid Studios, 825 W. Wash- 
ington Blvd., Chicago 7, IIl. 


Cherryburn Press 
enlarges quarters 


Bob Middleton’s Cherryburn Press has 
enlarged its floor space by 50 percent. 
Cherryburn achieved fame by turning 
out impressions of Thomas Bewick’s 
delicate wood engravings which sur- 
passed those made during the artist’s 
lifetime. 


Collins, Miller & Hutchings 
observe 25th anniversary 


The only Chicago engraving firm doing 
both letterpress and gravure work for 
publication advertising use, Collins, 
Miller and Hutchings, Inc. celebrated 
their 25th anniversary by producing a 
special anniversary brochure. Harry E 
Collins is chairman of the company’s 
board of directors. 


Carroll Coleman 

directs lowa publications 

Carroll Coleman leaves Prairie Press for 
the State University of Iowa where he 
has been appointed Director of Publica- 
tions. * 











Change of Address. Please send an address 
stenc impression from a_ recent issue. 
Address changes can be made only if we 
have your old, as well as your new address. 
Art Direction, Circulation office, 43 E. 49th 
St., NYC 17. 
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CLASSIFICATION INDEX 


ART 


PONAVEBWH— 


. adhesives 
. advertising design 
. airbrush 


annual report 


- architectural rendering 
. art directors, consultant 


art supplies 
book jackets 


. booklets, direct mail 
. Bourges technique 
- car cards 

+ caricatures 

+ cartoons 

. catalogs 

. charts 

. color separations 

. colorist 

. comic books 

+ continuities 

. displays 

. exhibits 

. fine art for industry 
. greeting cards 

. ideas 

. labels 

. layouts 

. letterheads 


maps 
mechanicals 
oil painting 
package design 


. pen and ink 

. pharmaceutical design 
+ point-of-sale 

+ portraits, painting 
. posters 

+ presentations 

. product design 

. record albums 

. Ripley technique 

. scale models 

. scratchboard 

+ Spots 

+ stock art 

. three dimensional 
. trade marks 

- trade publishing art 
. wash drawing, b&w 
. watercolor 

. woodcut 


ILLUSTRATION 


94 


. Geronautical 

. animals 

. automobiles 

. biblical illustration 
. characters 

. chemical 

. children 

. children’s books 

. decorative-humorous 
. farm animals 

- fashion & style 

. figure 


flowers 


- food 


. furniture 


general 
historical 


. home furnishings 
. humorous 

. industrial 

. interiors 

. landscape 

. marine 

. medical 

. men’s hands 


military 


. product—still life 
. shoes 


sport 
still life 


. Story 

. stylized 
. symbolic 
. technical 


LETTERING 


alphabets, designed 
comp. lettering 
illuminated lettering 


. Leroy lettering 

. lettering 

. paste-up alphabets 

. pens 

. photo, film, process 

. photographic variations 
. presentation 


RETOUCHING 


95. 
96. 
97. 
98. 
. fashion 
100. 
. industrial 

. Kemart 

- photo, b&w 

. photos, color 
+ products 

. renderings 

. technical 

. transparencies 


TV 


112 


113. 
114. 
115. 
116. 
117. 
118. 
119. 
120. 
121. 
122. 


art 

carbros 
color toning 
dye transfer 


Flexichrome 


- animation 
110. 
111. 


art 

cartoons 

direct color prints 
film production 
hot press 
lettering 
lettering, photo 
pens, lettering 
props 

sculpture 
slides 

story boards 
titles 


TH BUYERS’ GUIDE 


PHOTOGRAPHY 


123. 
124. 
125. 
126. 
127. 
128. 
129. 
130. 
131. 
132. 
133. 
134. 
135 
136. 
137. 
138. 
139. 
140. 
141. 
142. 
143. 
144, 
145. 
146. 
147. 
148. 
149. 
150. 
151. 
152. 
153. 
154. 
155. 
156. 
157. 


PHOTO REPRODUCTION SERWCES 


158. 
159. 
160. 
161. 
162. 
163. 
164. 
165. 
166. 
167. 
168. 
169. 
170. 
171. 
172. 
173. 
174. 
175. 
176. 
177. 
178. 
179. 
180. 
181. 


aerial 
animals 
architectural 
babies 

cats & dogs 
children 
color 
editorial 
exhibit 
experimental 
fashion 

food 

general 
horticultural 
illustration 
industrial 
interiors 
land scapes 
location 
magazine photography 
murals 

photo agencies 
portraits 
Printons 
products 
props 
publicity 
reportage 
set design 
slide films 
stereo 

still life 
stock photos 
strobe 

trick photography 


Anscochrome processing 
b&w prints in quantity 
carbros 

color assemblies 

color prints in quantity 
color separations 

copy of artwork 
duplicate transparencies 
dye transfer prints 

dye transfer prints, giant 
Ektacolor 

Ektachrome processing 
enlargements 
Flexichrome 

montage 

mural color transparencies 
photocomposing 

photo murals 
reproportioning 

screened veloxes 

slides 

strip-ups 

35mm negs. & positives 
transparencies 


+ transparency art 
. type “*C’’ prints 
. varicolor prints 
. viewgraph slides 


COPY PRINTS 


186. 
187. 
188. 
189. 
190. 
191. 
192. 


193. 





color film strips 
colorstats 

copy prints 
ozalids 
ozachromes 








photostats 

photostats on acetate, in 
black or white 
visualcast slides 


GRAPHIC ARTS 


194, 
195. 
196. 
197. 
198. 
199. 
200. 
201. 


202. | 


203. 
204. 
205. 
206. 
207. 
208. 
209. 
210. 
211. 
212. 
213. 
214. 
215. 
216. 
217. 
218. 


EMPLOYMENT 
219. 


ART REPRESENTATIVES 
220. 


PHOTO REPRESENTATIVES 


221. 


ART STUDIOS 
222. 


acetate proofing 
advertising presentations | 
ad pre-prints 

bindery 

display manufacturers 
electros 

equipment 

gravure plates 





abels 

letter services 
lithography 
paper dealers i 
photoengraving { 
photogelatin printing 
printers, letterpress 
rotogravure 

silk screen printers 
stationery, business 
tags 

type direction 

type foundry 
typographers, hand 
typographers, machine 
typography, old-fashioned 
typography, photo 
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sotto re 





PHOTO STUDIOS J 


223. 





Pe 


i 


id 











tions | 


joned 





So eee 












dl 
3 








CLASSIFIED LISTINGS 


ART 


1. adhesives 


Poppet Glue Pen UN 4 9400 
8707-A.D. Hudson Bivd., North Bergen, N.J. 
ideal for layouts, dummies, editing 


2. advertising design 
PL 1-0312 


Ahrend Associates Inc. 
601 Madison Ave., NYC 22 


sales producing brochures, catalogs, reports 


Howard Alber RI 6-0474 
2211 Walnut St., Phila. 3, Pa. 

booklets, annual reports, direct mail 
Frederick E. Allen HA 60596 


77 Summer St., Boston 10, Mass. 

modern design for ads, catalogs, direct mail 
Art Direction BR 2-7113 
800 S.Robertson Bivd.,LA, 35,Cal. CR 4-1473 
Sylvester Brown HO 5-4425 
1806 N. Highland Ave., Hollywood 28, Calif. 
Harry L. Casterlin HY 3-2041 
15 Austin Rd., Yardley, Pa. 

annual reports/layouts/direct mail/booklets 


Tony Cooper, Inc. PL 8 1510 
147 E. 50 St. NYC 

layout, design, plus follow-through 

Eldon Davis AD 7-0286 


1415 West Maine, Enid, Oklahoma 

sections, cutaways, design, retouching 
Diamond Art Studio MU 3-1418 
292 Madison Ave. NYC 17 

creative, decorative trade & consumer 

John Dixon PL 2-5671 
1307 W.61 St., Los Angeles 44, Calif. 

art, & illustration 


E. C. Felton DI 7-8692 
1406 G St., N.W, Wash. 5, D.C. 

layout, design, and art 

Jon Fetko PI 5-5038 


6419 Lawndale Ave., Philadelphia 11, Pa. 
Advertising Design, comp to finish. 

Michael Goorevitz WI 4-4310 
3613 Forest Garden Ave., Blatimore 7, Md. 
John A. Gorham WO 5-1198 
421 E. Figueroa, Santa Barbara, Calif. 
packaging and illustration 
Graphicenter 

58 Park Ave., NYC 16 


creative design geared to visual selling 


MU 4-2836 


Graphic Design Inc./Beeber LA 4-1862 
55 W. 42nd St., NYC 36 

art, design, typo-lettering, printing 

Sb Ivers MO 8-3351 


106 South Third Ave., Mt. Vernon, N.Y. 

photography & art, booklets, direct mail, 
spots 

Ralph F. Kocher Advertising Art GR 5-1008 

1236 Sherman, Evanston, Illinois 

specializing in direct mail folders, booklets 

Frank J. McMahon Studio SW 5-1847 

924 Bergen Ave., Jersey City 6, N.J. 

The Meggs Studio NO 1-319] 

4526 Hollywood Bivd.,Los Angeles 27, Calif. 

Motion Picture advertising 

Murray Naidich HO 5-0434 

1806 N. Highland Ave., Los Angeles,28, Calif. 
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Lloyd J. Niederlitz PA 6-0630 
8 Arrowhead Rd., Park Ridge, N.J. 

layout to finish; ads, brochures, direct mail 

Ed Pointer MU 2-1927 


1113 N. Harding, Wichita 14, Kansas 


Ken Saco MU 5-5958 
185 Madison Avenue, NYC 

George Samerjan LO 4-7257 
80 West 40th St. NYC 18 

Robert Schulman WH 6-4992 


3913 Wendy Lane, Silver Spring, Md. 
design illustration, covers, posters 

James L. Singleton AT 1-6805 
3095 Kalmia St., San Diego 4, Calif. 


Electronics-illustrations-mechanicals 


Barbara Lee Weber Wi 3358 
521 11th St., Wilmette, III. 
3. airbrush 

Diamond Art Studio MU 3-1418 
292 Madison Ave. NYC 17 
illustration, poster, fine retouching 
Charles F. Dreyer PL 9-7880 
480 Lexington Ave.,NYC 17 MO 7-3780 
design, adv. poster, technical illustrations 
Lester H. Greer, Inc. EL 5-3985 
145 E. 52 St. NYC 22 
products-mechanical-color 
Elli-Art Retouch, Elliot Fromkes BR 9-1329 
16 W. 45 St., NYC 36 
exactly right for reproduction 
Estelle Mandel RE 7-5062 
46 East 80 St., NYC 21 
Agent for fine arts painters 
Van Vort Studio MU 5-3788 
359 Lexington Ave., NYC 16 
color and b/w 

4. annual report 
Ahrend Associates Inc. PL 1-0312 
601 Madison Ave., NYC 22 
creative design, copy & production 
Robert Benney CO 5-1084 
152 W 57 St. NYC 19 
Sylvester Brown HO 5-4425 


1806 N. Highland Ave., Hollywood 28,Calif. 
Diamond Art Studio MU 3-1418 
292 Madison Ave. NYC 17 
covers, comp. dummies, dec. spots 
Stevan Dohanos 
Box 112, Westport, Conn. 
Jere Donovan 
101 Park Ave. NYC 17 
annual report, layout 
Graphicenter 
58 Park Ave., NYC 16 
for the discriminating client 
Graphic Design Inc./Beeber 
55 W. 42nd St. NYC 36 
art, design, typo-lettering, printing 
Bruno Junker 
505 5 Av. Rm 1301, NYC 17 


maps, birdseye views, architectural rendering 


CA 7-9406 
MU 5-2582 


MU 4-2836 


LA 4-1862 


MU 7-3572 


Estelle Mandel RE 7-5062 
46 East 80 St. NYC 21 

Agent for fine arts painters 

Murray Nadich HO 5-0434 


1806 N. Highland Ave., L.A. 28, Calif. 


February 1957 





Studio Roman FL 3-8133 
132-45 Avery Ave., Flushing NY 


bright clean book design, sparkling covers 

5. architectural rendering 
Ralph F. Kocher Advertising Art GR 5-1008 
1236 Sherman, Evanston, Illinois 
specializing indirect mail folders, booklets 
Seymour Snyder MU 2-1480 
11 E 44 St NYC 17 


all mediums, color, b/w, also interiors 

6. art directors, consultants 
Herman Beeber LA 4-1862 
55 W. 42nd St., NYC 36 
graphic designer-art director-consultant 
Robert Benney CO 5-1084 
152 W. 57 St. NYC 19 
Harry L. Casterlin 
15 Austin Rd., Yardley, Pa. 
pharmaceutical design/ideas /presentations 
Tony Cooper, Inc. PL 81510 
147 E. 50 St. NYC 
publication & advertising design & consul- 

tation 


HY 3-204] 


Diamond Art Studio MU 3-1418 
292 Madison Ave. NYC 17 

Charles F. Dreyer PL 9-7880 
480 Lexington Ave., NYC 17 MO 7-3780 


advertising, editorial, design, technical 


Karl Koehler 4591 
Coopersburg, Pa. 

graphic designer, art director-consultant 
Louis E. Korn WE 9-5638 


6332 Warner Dr., Los Angeles 48, Calif. 

AD for TV film & mot.pic.film Member Soc. 

of Mot.Pic.ADs. Member Set Designers for 
TV Film and Mot. Pic.Film Local No. 847 
Phil Lowther AD 3-1093 
807 Penn St., Whitemarsh, Pa. 
point of sale, promotional! problems 
John J. Metzger 

736 Riverside Drive, NYC 31 
designer-art director-consultant 
Gordon Russell 

54 Bryant Pla., Westwood, N.J. 
Day-Glo color consultant to art directors 
Studio Roman FL 3-8133 
132-45 Avery Ave., Flushing NY 

complete campaigns, ideas through to print 


FO 8-581] 


PL &2000 


George Samer jan LO 4-7257 
80 West 40 St. NYC 18 

7. art supplies 
Irving Berlin Cl 66350 
719 8th Avenue, NYC 
Bourges Color Corp. WA 4-8070 


80 Fifth Ave., NYC 11 
The Bourges Process art materials 


Arthur Brown & Bros. CO 5-7160 
2 W 46 St. NYC 
Craftint Mfg. Co. YO 3-7417 


1615 Collamer Ave., Cleveland 10, Ohio 

The Craftint Mfg. Co. of N.Y. ST 4-7045 
50-18 Vernon Blvd., Long Island City 1,N.Y. 
everything for the fine and graphic arts 

Cross County Art Center YO 3-3788 
Cross County Shopping Center, Yonkers 4,NY 
Convenience, service for advertising artists 
Faber Pencil Company, Eberhard EV 3-3400 
37 Greenpoint Ave. Bklyn. 22, N.Y. 


art pencils, erasers, fixative 


The Flax Company MU 3-2962 
40 E. 28 St. NYC 
The Flax Company Fl 6-4395 


176 N.Wabash Ave., Chicago 1, III. 
A.1.Friedman Inc. 

25 W. 45 St., NYC 36 

art materials, frames and books 


Cl 5-6600 








E.H. & A.C. Friedrichs Co. 


37 E. 28th St. NYC LE 2-0300 
40 E. 43 St. NYC MU 2-2820 
140 W. 57 St. Cl 7-6607 
The M.P. Goodkin Company Mi 2-8377 


889 Broad St., Newark, N.J. 
Camera Lucikons and Tabour-Tray 


John Henschel & Co. Inc. LE 2-1632 
105 E 29 St. NYC 
Krylon, Inc. BR 9-1950 


Ford & Washington Sts., Norristown, Pa. 
crystal-clear and workable fixatif 

Marty’s Artists Supplies DU 7-2359 
2711 West 7 St., Los Angeles 57, Calif. 


Joseph Mayer Co. MU 8-7355 
5 Union Square, NYC 

Nearnorth Guild DE 7-2668 
56 E. Chicago Ave., Chicago, Ill. 
Philadelphia Art Supply Co. MA 7-6655 


25 S.Eighth St.,Philadelphia 6, Pa. 
Prisma-Scope Laboratories DU 8-236] 
3151 East Colorado, Pasadena 8, Calif. 
Prisma-Scope camera lucida 

Prisma-Scope Laboratories DU 8-236] 
3151 EastColorado, Pasadena 8, Calif. 
Prisma-Scope copyboard 
Prisma-Scope Laboratories DU 82361 
3151 East Colorado, Pasadena 8, Calif. 
Prisma-Scope perspective t-square 
Prisma-Scope Laboratories DU 8-236] 
3151 East Colorado, Pasadena 8, Calif. 
Prisma-Scope layout t-square 

S.S. Artist Materials Inc. 

712 North State St., Chicago 10, Ill. 
The Stik-A-Letter Co. 

Rt. 2, Box 286, Escondido, Calif. 
die cut gummed letters, color & b/w 
Swan Pencil Co. Inc. AL 4-7950 
221-225 Fourth Ave., NYC 3 

carb-othello pastel pencils and chalks 
Switzer Brothers, Inc. EX 1-7070 
4732 St. Clair Ave., Cleveland 3, Ohio 
Day-Glo water colors and art layout paper 


Henry H. Taws, Inc. RI 68742 
1527 Walnut St., Philadelphia, Pa. 


SH 5-7548 


Joseph Torch Art Suppl CH 3-353 
147 W 14 St. NYC 4 1 
F. Weber Co. MA 7-7430 


1220 Buttonwood St., Philadelphia 23, Pa. 
artists colors and materials 


8. book jackets 


Sylvester Brown HO 5-4425 
1806 N. Highland Ave., Hollywood 28, Calif. 


Charles Geer LE 47J2 
RD. 1, Lebanon, N.J. 

Alvin Hollingsworth MO 3-8916 
2051 8th Avenue, NYC 13 

John A. Lawn MO 5-1478 
555 Cauldwell Ave., Bronx, NY 

adult and juvenile 

Estelle Mandel RE 7-5062 
46 East 80 St. NYC 21 

Agent for fine arts painters 

Studio Roman FL 3-8133 


132-45 Avery Ave., Flushing NY 
beautifully designed to stand out and sell 


9. booklets, direct mail 


Ahrend Associates Inc. PL 1-0312 
601 Madison Ave., NYC 22 

concept to complete printed sales-builders 
Frederick E. Allen HA 60596 
77 Summer St., Boston 10, Mass. 

complete service for art and production 
Sylvester Brown HO 5-4425 
1806 N. Highland Ave., Hollywood 28, Calif. 


%6 


Tony Cooper, Inc. PL 8-1510 
147 E. 50 St. NYC 


from concept through reproduction 


Diamond Art Studio MU 3-1418 
292 Madison Ave. NYC 17 

visuals, comps, finish 

Jon Fetko Pi 5-5038 


6419 Lawndale Ave., Philadelphia 11, Pa. 

Booklets, direct mail, catalogs, charts 

Graphicenter MU 4-2836 

58 Park Ave., NYC 16 

complete service; ideas, design, art, printing 

Graphic Design Inc./Beeber LA 4-1862 

55 W. 42nd St., NYC 36 

art, design, typo-lettering, printing 

Ralph F. Kocher Advertising Art GR 5-1008 

1236 Sherman, Evanston, Illinois 

specializing in direct mail folders, booklets 

Estelle Mandel RE 7-5062 

46 E 80 St NYC 21 

Agent for fine arts painters 

William Metzig 

331 Madison Ave. NYC 17 

mailing pieces, lettering 

James Minnick-Graphic Design 

450 East Ohio, Chicago 11, Ill. 

packaging consultation 

Murray Naidich HO 5-0434 

1806 N. Highland Ave., Los Angeles 28, Calif. 

Edith Pilpel Please write 

3200 Decatur Ave. NYC 67 

idea to spots, complete visual message 

Studio Roman FL 3-8133 

132-45 Avery Ave., Flushing NY 

eye-catching keepsakes rather than throwa- 
ways 

Don Walkoe WH 4-6418 

159 E. Chicago Ave., Chicago 11, III. 

design, finished art 


MU 7-0512 


MI 2-7340 


10. Bourges, technique 
Bourges Color Corp. WA 4-8070 
80 Fifth Ave., NYC 11 
The Bourges Process art materials 
Diamond Art Studio 
292 Madison Ave. NYC 17 


MU 3-1418 


11. car cards 
Diamond Art Studio MU 3-1418 
292 Madison Ave. NYC 17 
humorous, decorative 


12. caricatures 


Charles F. Dreyer PL 9-7880 
480 Lexington Ave., NYC 17 MO 7-3780 
topical, editorial picture-graphic spots 
“Davo” Hirsch PL 2-8760 
6748 Crandon Ave. Chicago 49, Ill. 

Eli Jacobi AL 5-1636 
106 W. 13 St., NYC 11 
spot, humorous, editorial 
Milton Marx 

350 E. 51 St. NYC 22 


MU 81426 


13. cartoons 
Frederick E. Allen HA 6-0596 
77 Summer St., Boston 10, Mass. 
modern, humorous spot cartoons 
Cartoon Art & Promotion 
32 W 53 St. NYC 19 
Representing top magazine cartoonists 
Cartoon Workshop TR 3-7785 
1947 Broadway NYC 23 
14 top selling cartoonists-ideas-gags-spots 
Diamond Art Studio MU 3-1418 
292 Madison Ave. NYC 17 
spots, cartoon strips 


PL 1-0064 


Glueck Cartoons 3544 
P.O. Box 278, Menomonee Falls, Wis. 

gg cartoons — comics 
Chas. Herzog II! 

7338 Woodward Ave., Detroit 2, Mich. 


TR 1-2875 


Alvin Hollingsworth MO 3-8916 
2051 8th Avenue, NYC 13 
Johnstone & Cushing LE 2-1980 


292 Madison Ave. NYC 17 

ideas, gags, finishes, characters developed 
Ralph F. Kocher Advertising Art GR 5-1008 
1236 Sherman, Evanston, Illinois 
specializing in direct mail folders, booklets 


Victor J.K. MacNaught SA 80974 
94 Main St., Saugus, 5, Mass. 

cartoons, modern TV type 

Tom McLaughlin (Mac’) BA 5-0360 


3212 N. 7 St., Phila. 40, Pa. 
stylized cartoons, spots, caricatures 


Nils Nilson HU 7-5147 
5 Clent Rd., Great Neck, NY 

Paul Pinson SU 7-3122 
4 East Ohio St., Chicago 11, Ill. 

Studio Roman FL 3-8133 


132-45 Avery Ave., Flushing NY 
humorous and/or high designs; gags, too. 
14. catalogs 
Ahrend Associates Inc. PL 1-0312 
601 Madison Ave., NYC 22 
sales-minded design, copy, production 
Frederick E. Allen HA 6-0596 
77 Summer St., Boston 10, Mass. 
complete service for art and production 
Sylvester Brown HO 5-4425 
1806 N. Highland Ave., Hollywood 28, Calif. 


Tony Cooper, Inc. PL 81510 
147 E. 50 St. NYC 

from concept through reproduction 

Diamond Art Studio MU 3-1418 
292 Madison Ave. NYC 17 

Graphicenter MU 4-2836 


58 Park Ave., NYC 16 
a complete art and production service 


Graphic Design Inc./Beeber LA 4-1862 
55 W. 42nd St., NYC 36 

art, design, typo-lettering, printing 

Marie Helene Hallgarten PL 3-2538 
333 E 53 St. NYC 22 

Murray Naidich HO 5-0434 


1806 N. Highland Ave., Los Angeles 28,Calif. 


Van Vor? Studio MU 5-3788 
359 Lexington Ave., NYC 16 
complete 
Westcott & Thomson, Inc. WA 2-6570 
1027 Arch St., Phila., 5, Pa. 

15. charts 
Diamond Art Studio MU 3-1418 
292 Madison Ave., NYC 17 
Jere Donovan MU 5-2582 
101 Park Ave. NYC 17 
charts and diagrams 
Federal Graphics NA 8-7086 


1129 Vermont Ave.,N.W.,Wash. 5, D.C. 
statistical or technical charts, graphs, maps 
Jon Fetko P| 5-5088 
6419 Lawndale Ave., Philadelphia 11, Pa. 
Charts, maps, annual reports 

Henry Fleischer DE 5-7874 
40-71 Elbertson St., Elmhurst 73 NY 

charts, graphs, b/w, color 


Graphic Design Inc./Beeber LA 4-1862 
55 W. 42nd St., NYC 36 

industrial, editorial 

Natalie Pearlstein JU 2-4229 


25 W. 45, NYC 36 


medical, statistical, exhibition, all media 
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16. color separations 


Georgette Boris RH 4-2140 
152 East 84th St. New York 28, N.Y. 

Bourges Color Corp. WA 4-8070 
80 Fifth Ave., NYC 11 

The Bourges Process ort materials 
Color Corporation of America 

43 West 61 St. NYC 

The Quality Color Service to the Trade 
Joe Snyder, President 

Diamond Art Studio MU 3-1417 
292 Madison Ave., NYC 17 

Rolph F. Kocher Advertising Art GR 5-1008 
1236 Sherman, Evanston, lilinois 

specializing in direct mail folders, booklets 


JU 2-4355 


‘17. colorist 


Marie Helene Hallgarten PL 3-2538 
333 E 53 St. NYC 22 
Palette Color Service CH 2-8545 


100-5th Ave., NYC 11 
design & layout, for art studios & publishers 


18. comic books 
Diamond Art Studio MU 3-1418 
292 Madison Ave. NYC 17 
commercial comic books & strips 
William R. Hutton Associates,ine. MU 2-1482 
52 West 45 St., NYC 36 
commercial comics, complete package deals 
Johnstone & Cushing LE 2-1980 
292 Madison Ave. NYC 17 
25 yrs exp. increating & producing comics 


19. continuities 
Cartoon Art & Promotion PL 1-0064 
32 W 53 St. NYC 19 
Representing top magazine cartoonists 
Diamond Art Studio MU 3-1418 
292 Madison Ave., NYC 17 
straight or humorous 
Johnstone & Cushing 
292 Madison Ave. NYC 17 
ideas, layouts, finishes, characters developed 


LE 2-1980 


20. displays 


Sylvester Brown HO 5-4425 
1806 N. Highland Ave.,Hollywood 28, Calif. 
Color Corporation of Americo JU 2-4355 
43 West 61 St. NYC 

The Quality Color Service to the Trade 

Joe Snyder, President 


Diamond Art Studio MU 3-1418 
292 Madison Ave., NYC 17 

point-of-sale 

Charles F. Dreyer PL 9-7880 
480 Lexington Ave., NYC 17 MO 7-3780 


store-counter, self-packaging, exhibits 
Neal Goldman Associates, Inc. MU &2286 
34 E. 51 St. NYC 22 -7 
creative organization, specialist in displays 
Graphicenter MU 4-2836 
58 Park Ave., NYC 16 ‘ 
design & production know-how in all media 


Phil Lowther AD 3-1093 
807 Penn St., Whitemarsh, Pa. 

fresh ideas, indoors or outdoors 

Seymour Snyder MU 2-1480 


11 E. 44 St NYC 17 

still life, interiors, architecture, landscapes 
Van Vort Studio MU 5-3788 
359 Lexington Ave., NYC 16 


finished art and retouching 


Art Direction / The Magazine of Creative Advertising / 


21. exhibits 


Chester Joshua Abend OX 7-4484 
511 Fifth Ave., NYC 17 5 
Color Corporation of America JU 2-4355 


43 West 61 St. NYC 

The Quality Color Service to the Trade 

Joe Snyder, President 

Charles F. Dreyer PL 9-7880 
480 Lexington Ave., NYC 17 MO 7-3780 
design, model-bldg., construction- supervision 


Neal Goldman Associates, Inc. MU 8-2286 
34 E. 51 St. NYC 22 -7 
Phil Lowther RI 6-5505 


27 S. 18th St., Phila., Pa. 

exhibits, trade shows, sales meetings 

S. Miller Mack ME 5-1408 
7811 Mill Rd., Phila. 17, Pa. 

exhibits & displays, design & production 
Murray Naidich HO 5-0434 
1806 N. Highland Ave., Los Angeles 28,Calif. 


22. fine art for industry 


Robert Benney CO 5-1084 
152 W. 57 St. NYC 19 
Robert G. Chase 3-1738 


1310 Bay Rd. Redrock, Sarasota, Fla. 
fine art for industry, any medium 


Stevan Dohanos CA 7-9406 
Box 112, Westport, Conn. 

B. Auten Glenney 2601 
622 So. Joliet St., Wilmington, Ill. 

Eli Jacobi AL 5-1636 


106 W 13 St. NYC 11 


semi-abstract animals, flowers, landscapes 


Estelle Mandel RE 7-5062 
46 E 80 St NYC 21 

Agent for fine arts painters 

Jeanettie D. Nichols OG 3894 


955 Ogden Dunes, Gary, Indiana 

symbolic casein, religious enamel-on-copper 
George Samerjan LO 4-7257 
80 W 40 St. NYC 18 
Seymour Snyder 

11 E 44 St NYC 17 
landscape, still life,architecture, all mediums 


MU 2-1480 


23. greeting cards 
Fred J. Costanzo TE 9-1997 
20 E. Meehan Ave., Phila. 19, Pa. 
Adv. layouts, illustrations, photography 
Lovis H. Hemsath MA 1-5383 
123 E. Sixth St., Cine. 2, Ohio 
modern & conventional-personal & business 
Karl Koehler co 4591 
Coopersburg, Pa. 
designer-mfr. custom company xmas cards 
Pauline W. Kruetzfeldt 35-93-J2 
Greenfield Center, RD 1, Saratoga NY 
dummies, enlarged wkg.dgs. nature,conserva- 

tive 


Estelle Mandel RE 7-5062 
46 E 80St. NYC 21 

Agent for fine arts painters 

Lloyd J. Niederlitz PA 6-0630 


8 Arrowhead Rd., Park Ridge, N.J. 

silk screen designs for firms & individuals 
Edith Pilpel Please write 
3200 Decatur Ave. NYC 67 


creative designer, own color separations 


24. ideas 


Frederick E. Allen 

77 Summer St., Boston 10, Mass. 
creative selling for trade adv, dealer aids 
Diamond Art Studio MU 3-1418 
292 Madison Ave. NYC 17 


direct, unusual 


HA 6-0596 


February 1957 


Graphicenter MU 4-2836 
58 Park Ave., NYC 16 

brainstorming sessions by appointment only! 
Marie Helene Hallgarten PL 3-2538 
333 E 53 St. NYC 22 

Studio Roman FL 3-8133 
132-45 Avery Ave., Flushing NY 

original ideas executed and produced to sell 


25. labels 


Diamond Art Studio 

292 Madison Ave. NYC 17 
Roy Horton Studios 

145 E 52 St. NYC 22 
trademarks, roughs to finish 
William Metzig ’ 

331 Madison Ave. NYC 17 
cosmetics, pharmac. liquor 


MU 3-1418 
PL 3-4914 


MU 7-0512 


26. layouts 
Frederick E. Allen HA 6-0596 
77 Summer St., Boston 10, Mass. 
ads, catalogs, booklets, point of sale 
Albert J. Conti DE 4-6854 
2308 Woodstock St., Philadelphia 45, Pa. 
creative adv. layouts-designs, art direction 
Tony Cooper, Inc. PL 81510 
147 E. 50 St. NYC 
basic, creative design 
Diamond Art Studio 
292 Madison Ave., NYC 17 
industrial, consumer for all media 
Phillip M. Gnaegy WO 1-4435 
1617 Liggett Dr., Webster Groves 19, Mo. 
Ralph F. Kocher Advertising Art GR 5-1008 
1236 Sherman, Evanston, [Illinois 
specializing in direct mail folders, booklets 
Barry Kogan RE 9-1142 
75-37 177 St., Flushing L.I., N.Y. 
creative layout-illustration-lettering-mechls. 


Samuel Leschin MU 2-7433 
545 5 Ave., NYC 17 


lettering, also — design, comps, finish 


MU 3-1418 


Letterguide Company 2-6413 
Box 99, Lincoln 9, Nebraska 
Harry Michaels Associates PL 9-7613 
30 E. 60 St., NYC 22 
advertising layouts, booklets, folders 
Ed Pointer MU 2-1927 
1113 N. Harding, Wichita 14, Kansas 
Vie Van Ceulebroeck VA 2-4970 
2219 St. Clair, Detroit 14, Mich. 
Don Walkoe WH 4-6418 
159 E. Chicago Ave., Chicago 11, Ill. 
design, finished art, packaging 
Barbara Lee Weber Wi 3358 
521 11th St., Wilmette, III. 
Westcott & Thomson, Inc. WA 2-6570 
1027 Arch St., Phila., 5, Pa. 
27. letterheads 

Frank Conley PL 9-6791 
38 E 50 St. NYC 22 
Diamond Art Studio MU 3-1418 
292 Madison Ave., NYC 17 
William Metzig MU 7-0512 
331 Madison Ave., NYC 17 
for steel, offset, letterpress 
Ed Pointer MU 2-1927 
1113 N. Harding, Wichita 14, Kansas 

28. maps 
Diamond Art Studio MU 3-1418 
292 Madison Ave., NYC 17 
decorative 
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Jere Donovan MU 5-2582 
101 Park Ave. NYC 17 
Pictorial maps, globes 
Charles F. Dreyer PL 9-7880 
480 Lexington Ave., NYC 17 MO 7-3780 


decorative, functional, education, navigation 
Federal Graphics NA 8-7086 
1129 Vermont Ave. N.W., Wash. 5, D.C. 
Statistical or technical charts, graphs, maps 
Graphic Design Inc./Beeber LA 4-1862 
55 W. 42nd St., NYC 36 
industrial, editorial 

Lester H. Greer, Inc. 

145 E 52 St. NYC 22 

per spective-re lief 

Bruno Junker 

505 5 Av., Rm. 1301, NYC 17 


perspective, birdseye views, pictorial, antique 


EL 5-3985 


MU 7-3572 


Estelle Mandel RE 7-5062 
46 E 80St. NYC 21 
Agent for fine arts painters 
29. mechanicals 
Frederick E. Allen HA 6-0596 


77 Summer St., Boston 10, Mass. 
fast service, typography, production 


Frank Conley PL 9-6791 
38 E 50 St. NYC 22 

Diamond Art Studio MU 3-1418 
292 Madison Ave. NYC 17 

clean, precise-type specs 

Charles F. Dreyer PL 9-7880 
480 Lexington Ave., NYC 17 MO 7-3780 


experienced follow-up of design, fair-priced 
Jon Fetko P| 5-5038 
6419 Lawndale Ave., Philadelphia 11, Pa. 
Mechanicals, clean-accurate-fast. 
Roy Horton Studios 

145 E 52 St. NYC 22 

exact, clean, fast service 

Ralph F. Kocher Advertising Art GR 5-1008 
1236 Sherman, Evanston, Illinois 

specializing in direct mail folders, booklets 


PL 3-4914 


Paste-Ups Unlimited CO 5-8688 
200 W 58 St. NYC 19 
best service in town by experts 
Van Vort Studio MU 5-3788 
359 Lexington Ave., NYC 16 
color or b/w 
Westcott & Thomson, Inc. WA 2-6570 
1027 Arch St., Phila., 5,Pa. 
30. oil painting 

Joseph Burgess EN 2-9115 
344 W 72 St., NYC 23 
realistic portraits 
Estelle Mandel RE 7-5062 
46E 80 St. NYC 21 
Agent for fine arts painters 
Jeanettie D. Nichols OG 3894 
955 Ogden Dunes, Gary, Indiana 
abstracts, water scenes, portraits 

31. package design 
Chester Joshua Abend OX 7-4484 
511 Fifth Ave., NYC 17 -5 
Howard Alber RI 60474 


2211 Walnut St., Phila. 3, Pa. 

package, display, trademark, letterhead 
Nicholas Amplo MU 4-2194 
308 Lexington Ave., NYC 16 

packaging design & folding box construction 
Sylvester Brown HO 5-4425 
1806 N. Highland Ave., Hollywood 28,Calif. 
Frank Conley PL 9-6791 
38 E 50 St. NYC 22 
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Diamond Art Studio MU 3-1418 
292 Madison Ave., NYC 17 

Charles F. Dreyer PL 9-7880 
480 Lexington Ave., NYC 17 MO 7-3780 


ideas to finishes, food & product illustrated 
Jon Fetko Pl 5-5038 
6419 Lawndale Ave., Philadelphia 11, Pa. 
Packaging Design, letterheads, trade marks. 


Neal Goldman Associates, Inc. MU 8-2286- 
34 E 51 St. NYC 22 -7 
Graphicenter MU 4-2836 


58 Park Ave., NYC 16 

creative construction, design, mfg, know-how 
Graphic Design Inc./Beeber LA 4-1862 
55 W. 42nd St., NYC 36 

art, design, typo-lettering, printing 
Roy Horton Studios 

145 E 52 St. NYC 22 


design-roughs, comps, mechanicals 


PL 3-4914 


Ingersoll Studios BR 9-5136 
4 w 40 St., NYC 18 

rough, comp., mechanical 

Kar! Koehler CO 4591 


Coopersburg, Pa. 

complete package design consultant 

Donne Long CE 67750 
5532 S. Kenwood Ave., Chicago 37, |I!I. 
layout, watercolor, scratchboard 


William Metzig MU 7-0512 
331 Madison Ave NYC 17 
cosmetics, pharmac. foods 
James Minnick-Graphic Design MI 2-7340 


450 East Ohio, Chicago 11, Ill. 

booklets, direct mail, consultation 

Murray Naldich HO 5-0434 
1806 N. Highland Ave., Los Angeles 28, Calif. 
Lloyd J. Niederlitz PA 6-0630 
8 Arrowhead Rd., Park Ridge, N.J. 

complete design service; comp. to finish 

Ken Saco MU 5-5958 
185 Madison Avenue, NYC 
George Samerjan 

80 West 40 St. NYC 18 
Westcott & Thomson, Inc. 
1027 Arch St., Phila., 5, Pa. 
Margaret Yakovenko 

193 2nd Ave., Studio 3, NYC 3 
decorative, stylized 


32. pen & ink 


Diamond Art Studio 

292 Madison Ave., NYC 17 
adv. & story illustration 
Estelle Mandel 

46 E 80 St. NYC 21 

Agent for fine arts painters 
Ear! Schwartz 

5252 Curry Rd., Pgh., 36, Pa. 
James R. Summers 

353 E 50, NYC 22 

realistic, stylized, fine & commercial illus. 
Time-Saving Specialties 7421 
2816 Dupont Ave., So. Minneapolis 8, Minn. 
India Ink Pen 
Time-Saving Specialties PL 7421 
2816 Dupont Ave. So. Minneapolis 8, Minn. 
Industrial White Ink 


LO 4-7257 
WA 2-6570 
GR 7-2061 


MU 3-1418 
RE 7-5062 


TU 4-3567 
MU 8-5236 


33. pharmaceutical design 


Diamond Art Studio MU 3-1418 
292 Madison Ave. NYC 17 
Graphic Design Inc./Beeber LA 4-1862 


55 W. 42nd St., NYC 36 

art, design, typo-lettering, printing 
Estelle Mandel 

46E 80 St. NYC 21 

Agent for fine arts painters 


RE 7-5062 











Don Walkoe WH 4-6418 
159 E. Chicago Ave., Chicago 11, III. 
booklets, ads, packaging 
Westcott & Thomson, Inc. 
1027 Arch St., Phila., 5, Pa. 


WA 2-6570 


34. point-of-sale 
Color Corporation of America JU 2-4355 
43 West 61 St. NYC 
The Quality Color Service to the Trade 
Joe Snyder, President 
Graphicenter 
58 Park Ave., NYC 16 
design & production know-how in all media 
Phil Lowther RI 6-5505 
27 S. 18th St., Phila., Pa. 
sketches, comps, finishes, know-how 


MU 4-2836 


35. portraits, painting 
Eli Jacobi AL 5-1636 
106 W 13 St. NYC 11 
modern. in oils and graphic media 
Estelle Mandel 
46 E 80 St. NYC 21 
Agent for fine arts painters 
Milan Sedmak 
10 Maryland Ave., Havertown, Pa. 
pastel portraits 
Corydon G. Snyder CA 5-4264 
1935 So. Michigan Ave., Chicago 16, III. 
portrait sketches, caricatures 


RE 7-5062 


HI 6-6735 


36. posters 


Nicholas Amplo MU 4-2194 
308 Lexington Ave., NYC 16 

poster design 

Sylvester Brown HO 5-4425 


1806 N. Highland Ave., Hollywood 28, Calif. 
Diamond Art Studio MU 3-1418 
292 Madison Ave., NYC 17 


Simon Goldsmith RE 2-9834 
30 Church St., NYC 7 

Estelle Mandel RE 7-5062 
46 E 80St. NYC 21 

Agent for fine arts painters 

Sascha Maurer EL 4-7711 


Gaylordsville, Conn. New Milford 


travel posters, covers, folders, designs, etc. 
37. presentations 


Bourges Color Corp. WA 4-8070 
80 Fifth Ave., NYC 11 


The Bourges Process art materials 


Diamond Art Studio MU 3-1418 
292 Madison Ave., NYC 17 

Simon Goldsmith RE 2-9834 
30 Church St., NYC 7 

Graphic Design Inc./Beeber LA 4-1862 


55 W. 42nd St., NYC 36 

art, design, typo-lettering, printing 
Westcott & Thomson, Inc. 

1027 Arch St., Phila., 5, Pa. 


38. product design 


Chester Joshua Abend OX 7-4484 
511 Fifth Ave., NYC 17 5 
Charles F. Dreyer PL 9-7880 
480 Lexington Ave., NYC 17 MO 7-3780 
ideas, research, rendering, engineer-contact 
Neal Goldman Associates, Inc. MU 8-2286-7 
34 E 51 St. NYC 22 

Ralph F. Kocher Advertising Art GR 5-1008 
1236 Sherman Evanston, Illinois 

specializing in direct mail folders, booklets 
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39. record albums 


Syivester Brown HO 5-4425 
1906 N. Highland Ave., Hollywood, 28, Calif. 
Graphie Design Inc.,/Beeber LA 4-1862 
55 W. 42nd St., NYC 36 

art, design, typo-lettering, printing 


Alvin Hollingsworth MO 3-8916 
2051 8th Avenue, NYC 13 
Estelle Mandel RE 7-5062 


46 E 80 St. NYC 21 

Agent for fine arts painters 

Murray Naidich HO 5-0434 
1806 N. Highland Ave., Los Angeles 28,Calif. 
Studio Roman FL 3-8133 
132-45 Avery Ave., Flushing, NY 

over 200 beautiful covers now selling 

Borbara Lee Weber WI 3358 
521 11th St., Wilmette, Ill. 


40. Ripley technique 


Johnstone & Cushing LE 2-1980 
292 Madison Ave. NYC 17 


expert Ross-Board treatment, layout, finishes 
41. scale models 


Panoramic Studios 
6122 N. 21 St. Philadelphia 38, Pa. 
Architectural & Terrain Models, Dioramas 


TE 9-3838 


42. scratchboard 


Diamond Art Studio MU 3-1418 
292 Madison Ave., NYC 17 

adv., product, story illustration 

Charles F. Dreyer PL 9-7880 
480 Lexington Ave., NYC 17 MO 7-3780 


decorative, food, figure, tech. illustration 


Lester H. Greer, Inc. EL 5-3985 
145 E. 52 St. NYC 22 

product-figures 

Bill Schneider GR 4-6623 


Washta Bay Rd, Rte 5, Excelsior, Minn. 
specimens sent on request 


Vic Van Ceulebroeck VA 2-4970 
2219 St. Clair, Detroit 14, Mich. 

43. spots 
Diamond Art Studio MU 3-1418 


292 Madison Ave., NYC 17 

decorative, humorous, realistic, all media 
Charles F. Dreyer PL 9-7880 
480 Lexington Ave., NYC 17 MO 7-3780 
decorative, scratchboard, symbolic, detailed 


Simon Goldsmith RE 2-9834 
30 Church St., NYC 7 
Walter Lauf NY PL 82455 


Windaway Rd.,Bethel,Conn.Danbury PI 8-1357 
realistic; decorative; how-to- b&w & color 
John A, Lawn MO 5-1478 
555 Cauldwell Ave., Bronx 55, NY 
crisp, realistic & stylized 

Estelle Mandel 

16 E 80St. NYC 21 

Agent for fine arts painters 

James R. Summers 

353 E 50, NYC 22 


realistic, stylized, humorous, color, b/w 


RE 7-5062 


MU 8-5236 


44. stock art 


Warshaw Collection of Business Americana 
752 West End Ave NYC 25 RI 9-3500 


historical advertising 
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45. three dimensional 


Robert R. Duke YU 2-5531 
134 Sacramento St., San Fran. 11, Cal. 
design, point-of-sale, display 
James R. Summers MU 8-5236 
353 E 50, NYC 22 

sculptéred figures, realistic, stylized 


46. trade marks 


Frank Conley PL 9-6791 
38 E 50 St. NYC 22 

Diamond Art Studio MU 3-1418 
292 Madison Ave., NYC 17 

Charles F. Dreyer PL 9-7880 
480 Lexington Ave., NYC 17 MO 7-3780 


many nat’! consumer-industrial now in use 


Roy Horton Studios PL 3-4914 
145 E 52 St. NYC 22 

William Metzig MU 7-0512 
331 Madison Ave. NYC 17 

new designs, redesigning, logos 

James R. Summers MU €-5236 


345 E. 50, NYC 22 
stylized, realistic, figures & animals 


47. trade publishing art 


Charles F. Dreyer PL 9-7880 
480 Lexington Ave., NYC 17 MO 7-3780 
editorial covers, techn’! advisers service 
trade publishing art 


48. wash drawing b/w 
Diamond Art Studio MU 3-1418 
292 Madison Ave., NYC 17 
adv., product, story illust., interiors 
John A. Lawn 
555 Cauldwell Ave., Bronx 55, NY 
modern, crisp, free style 
Estelle Mandel 
46 E 80 St. NYC 21 
Agent for fine arts painters 
James R. Summers 


353 E. 50, NYC 22 


MO 5-1478 
RE 7-5062 


MU 8-5236 


49. watercolor 


Joseph Burgess EN 2-9115 
344 W 72 St., NYC 23 


realistic portraits, types, expressions 


Robert G. Close 3-1738 
1310 Bay Rd. Redrock, Sarasota, Fla. 

free style watercolor illustrating 

Estelle Mandel RE 7-5062 
46 E 80 St. NYC 21 

Agent for fine arts painters 

Sasche Maurer New Milford EL 4-7711 


Gaylordsville, Conn. 

water colors for advertising and industry 
Jeannettie D. Nichols Ogden Dunes 3894 
955 Ogden Dunes, Gary, Indiana 


landscapes, spring, summer, fall 


50. woodcut 
Eli Jacobi AL 5-1636 
106 W 13 St. NYC 11 
semi-abstract, all subjects, in colors 
Jody & Pau! Shaub East 88371 
3 E 2 St., New Castle, Delaware 












ILLUSTRATION . 


51. aeronautical 


Sol Dember DI 2-7163 
7309 Paso Robles Ave., Van Nuys, Calif. 
airp'ane & outer space illustrations 


Lester H. Greer, Inc. EL 5-3985 
145 E. 52 St. NYC 22 

commercial-military 

Bruno Junker MU 7-3572 


505 5 Av., Rm. 1301, NYC 17 

artwork for the world’s greatest airlines 
Steven Vegh, Jr. LU 8-1740 
1262 Brook Ave., NYC 56 


aircraft and figures in color, b/w line, wash 
52. animals 


Diamond Art Studio 

292 Madison Ave., NYC 17 

realistic, decorative, humorous, all media 

Estelle Mandel RE 7-5062 

46 E. 80 St. NYC 21 

Agent for fine arts painters 

Harry Michaels Assoc. 

30 E 60, NYC 22 

wild, domestic animals, birds, fish, all 
mediums 

Lloyd Sandford FA 6-6714 

31-03 Garrison Terrace, Fair Lawn, N.J. 

all types, realistic, pen & ink, gouache 

Studio Roman FL 3-8133 

132-45 Avery Ave., Flushing, NY 

decorative, humorous and accurate 

James R. Summers 

353 E. 50, NYC 22 


realistic, humorous, book & commercial illus. 


MU 3-1418 


PL 9-7613 


MU 8-5236 


53. automobiles 


The Bettmann Archive PL 8-0362 


215 E. 57th St., NYC 22 
photos, drawings of old automobiles 


54. biblical illustration 


Estelle Mande! RE 7-5062 


46 E 80 St. NYC 21 


Agent for fine arts painters 


55. characters 


Estelle Mandel RE 7-5062 


46 E. 80 St. NYC 21 
Agent fos fine arts painters 


56. chemical 


The Bettmann Archive 
215 E. 57 St., NYC 22 
historical prints of alchemy, chemistry 


57. children 


Georgette Boris RH 4-2140 
152 East 84th St. New York 28, N.Y. 

Tots To Teens — Fashion 

Victor J.K. MocNaught SA 8-0974 
94 Main St., Saugus, 5, Mass. 
children—really realistic or smartly stylized 


PL 80362 


Estelle Mandel RE 7-5062 
46 E 80 St. NYC 21 

Agent for fine arts painters 

James R. Summers MU 8-5236 


353 E 50 St, NYC 22 


realistic, stylized, book & commercial illus. 











58. children’s books 


John A. Lawn 
555 Cauldwell Ave., Bronx, 55, NY 
juvenile & adolescent, color, b/w 


MO 5-1478 


Estelle Mandel RE 7-5062 
46 E 80 St. NYC 21 

Agent for fine arts painters 

Jody & Paul Shaub EA 8-837] 
3 E 2 St., New Castle, Delaware 

James R. Summers MU 8-5236 


353 E 50, NYC 22 


realistic, decorative, stylized, color, b/w 
59. decorative — humorous 


R.J. Davidson PR 5-4050 
line, halftone, color, scratchboard — modern 


Diamond Art Studio MU 3-1418 
292 Madison Ave., NYC 17 

spots, ads, booklet illustration 

Giola Fiammenghi OR 5-2576 
30 Greenwich Ave. NYC 11 

Bob Ivers MO 8-335] 


406 South Third Ave., Mt. Vernon, N.Y. 
soft-sell design, announcements, booklets 
Walter Lauf NY PL 8-2455 
Windaway Rd.,Bethel,Conn.Danbury Pl 81357 
line and color 

Victor J.K. MacNought SA 8-0974 
94 Main St., Saugus, 5, Mass. 
decorative-humorous art in the lighter vein 


Estelle Mandel RE 7-5062 
46 E. 80 St. NYC 21 

Agent for fine arts painters 

Charles J. Markman GL 3-5659 


1810 No. 79 Ave., Elmwood Park 35, Ill. 
decorative humorous 

Studio Roman FL 3-8133 
132-45 Avery Ave., Flushing NY 

funny, stylized, handsome, illuminating 


Samuel Lee Smith LA 8-5492 
8431 Creekwood, Dallas, 28, Tex. 

Black and white or color 

James R. Summers MU 8-5236 


353 E. 50, NYC 22 
commercial & book illus., color, b/w 


Margaret Yakovenko GR 7-206] 
193 2nd Ave., Studio 3, NYC 3 
animals, people and things 
60. farm animals 
James R. Summers MU 8-5236 


353 E. 50, NYC 22 


realistic, sylized, color, b/w 


61. fashion & style 


Georgette Boris RH 4-2140 
152 East 84th St. New York 28, N.Y. 

women, children, accessories 
Cassell-Watkins-Paul, Inc. GA 1-0932 
1006 Olive St., St. Louis 1, Missouri 

Stephen B. Kirkel SP 7-6500 
1345 E. 4th St., Bklyn 30, N.Y. 

Men's, boy’s shoe & fashion illustration 
Dorothe Cavanagh Leibow EN 2-5762 
135 West 79 St. NYC 24 

fashion illustration, cosmetic heads, spots 


Rudy Razo EX 2-6278 
48-17 42nd St. (6B) LIC., NY 

women and children 

Kathi Sullivan GR 81986 


1828 Glendon, Los Angeles 25, Calif. 
William Wills PL 9-2296 
141 E. 45 St., NYC 17 


men’s & women’s, catalog 
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62. figure 
Polly Bolian RA 81514 
32-06 47 St., L.I.C. 3, NY 
Send for copy of “Polly’s Portfolio’’ 
Chas. Herzog II! TR 1-2875 
7338 Woodward Ave., Detroit 2, Mich. 
figure illustration 
Victor J.K. MacNaught 
94 Main St., Saugus 5, Mass. 
cute children, beautiful women, manly men 


SA 8-0974 


Estelle Mande! RE 7-5062 
46 E 80 St. NYC 21 

Agent for fine arts painters 

Henry C. Purviance 7598-J 


1504 W. 8th St., Beaver Falls, Pa. 

free-lance artist, cheese cake, pastels 

James R. Summers MU 85236 
353 E. 50, NYC 22 


realistic, stylized, humorous, color, b/w 


Steven Vegh, Jr. LU 8-1740 
1262 Brook Ave. NYC 56 
male interests in oils, line, wash 
63. flowers 
Pauline W. Kruetzfeldt 35-93-J2 


Greenfield Center, RD 1, NY Saratoga NY 
color & b/w — factual 


64. food 
Charles F. Dreyer PL 9-7880 
480 Lexington Ave., NYC 17 MO 7-3780 


realistic, decorative, b/w, color, packaging 
Walter Lauf NY PL 8-2455 
Windaway Rd.,Bethel,Conn Danbury Pl 81357 
decorative,realistic, b&w & color 


65. furniture 
Diamond Art Studio MU 3-1418 
292 Madison Ave., NYC 17 
line & wash, b/w and color 
Walter Lauf NY PL 8-2455 
Windaway Rd.,Bethel,Conn.Danbury P| 8-1357 
line & color; how-to 


Milton Marx MU 8-1426 
350 E 51 St NYC 22 
Seymour Snyder MU 2-1480 


11 E 44 St., NYC 17 
interiors, color,b/w, also architecture 


Vie Van Ceulebroeck VA 2-4970 
2219 St. Clair, Detroit 14, Mich. 
Richard West EL 5-6672 
645 Madison Ave., NYC 22 
interiors designed, illustrated 

66. general 
Robert Benney CO 5-1084 
152 W. 57 St. NYC 19 
Diamond Art Studio MU 3-1418 
292 Madison Ave., NYC 17 
Charles F. Dreyer PL 9-7880 
480 Lexington Ave., NYC 17 MO 7-3780 


complete adv., edit., prom., ind’l, art serv. 
B. Auten Glenney 2 
622 So. Joliet St., Wilmington, Ill. 


Estelle Mandel RE 7-5062 
46 E. 80 St. NYC 21 
Agent for fine arts painters 

8370 


George Prout 

1927 Home Ave., Columbus, Indiana 
George Samerjan a 
80 West 40 St. NYC 18 


O 4-7257 


67. historical 


The Bettmann Archive PL 8-03 42 
215 E. 57 St., NYC 22 

old prints, photos on any subject 

Estelle Mandel RE 7-50:2 


46 E 80 St NYC 21 
Agent for fine arts painters 


Warshaw Collection of Business Americana 
752 West End Ave. NYC 25 RI 9-3500 
props, advertising 


68. home furnishings 


Diamond Art Studio MU 3-1418 
292 Madison Ave., NYC 17 
Richard West EL 5-6672 
645 Madison Ave., NYC 22 
interiors designed, illustrated 

69. humorous 
Studio Roman FL 3-8133 


132-45 Avery Ave., Flushing NY 
visibly risible, designed for laughter 


70. industrial 


The Bettmann Archive PL 8-0362 
215 E. 57 St., NYC 22 


historical prints on industries, processes 


Diamond Art Studio MU 3-1418 
292 Madison Ave., NYC 17 
Graphic Design Inc.,/Beeber LA 4-1862 


55 W. 42nd St., NYC 36 
art, design, typo-lettering, printing 


Lester H. Greer, Inc. EL 5-3985 
145 E. 52 St. NYC 22 
equipment-machinery 
Bruno Junker MU 7-3572 


505 5 Av., Rm. 1301, NYC 17 

aviation, transportation and construction 
Steven Vegh, Jr. LU 8-1740 
1262 Brook Ave. NYC 56 

any subject including farm implements 


71. interiors 


Diamond Art Studio MU 3-1418 
292 Madison Ave., NYC 17 
Seymour Snyder MU 2-1480 


11 E 44 St., NYC 17 
also furniture; color,b/w,also architecture 


Vie Van Ceulebroeck VA 2-4970 
2219 St. Clair, Detroit 14, Mich. 
Richard West EL 5-6672 
645 Madison Ave., NYC 22 
interiors designed, illustrated 

72. landscape 
Robert G. Chase 3-1 738 


1310 Bay Rd., Redrock, Sarasota, Fla. 
landscapes for advertising & illustrating 
Bruno Junker MU 7-3572 
505 5 Ave., Rm. 1301, NYC 17 

industrial landscape, birdseye views, space 
Estelle Mandel RE 7-5062 
46 E 80 St. NYC 21 

Agent for fine arts painters 

Jeannettie D. Nichols Ogden Dunes 3894 
955 Ogden Dunes, Gary, Indiana 


fall, dunes, fields, water reflections 


Seymour Snyder MU 2-1480 
11 E 44 St., NYC 17 
all mediums-fine arts, commercial, still life 
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73. marine 


charles F. Dreyer PL 9-7880 
{80 Lexington Ave., NYC 17 MO 7-3780 
harts, navigation, USP Squadron know-how 
Lester H. Greer, Inc. EL 5-3985 
45 E. 52 St. NYC 22 
ships-naval-cross sections 

/ic Van Ceulebroeck 

2219 St. Clair, Detroit 14, Mich. 

Steven Vegh, Jr. 

1262 Brook Ave. NYC 56 


in color, b/w, line, wash 
74. medical 


The Bettmann Archive 
215 E. 57 St., NYC 22 
famous doctors of the past, medieval practice 
Polly Bolian RA 81514 
32-06 47 St., LIC 3, N.Y. 

Send for copy of ‘*Polly’s Portfolio’ 


VA 2-4970 
LU 81740 


PL 8-0362 


Diamond Art Studio MU 3-1418 
292 Madison Ave., NYC 17 
Netalie Pearlstein JU 2-4229 


25 W 45, NYC 36 


anatomical, surgical procedures, all media 
75..men’s hands 


Diamond Art Studio MU 3-1418 
292 Madison Ave., NYC 17 

76. military 
Lt. Alfred R. Tanzi FU 1-0590 


399 Cornell Ave., Rahway, N.J. 
77. product-still life 
Walter Louf NY PL 8-2455 


Windaway Rd.,Bethel,Conn.Danbury Pl 8-1357 
b & w; color 


78. shoes 
Diamond Art Studio MU 3-1418 
292 Madison Ave., NYC 17 

79. sport 
The Bettmann Archive PL 8-0362 


215 E. 57 St., NYC 22 
prints on oldtime sports and sportsmen 


Estelle Mandel RE 7-5062 
46 E. 80 St. NYC 21 
Agent for fine arts painters 

80. still life 
Cassell-Watkins-Paul, Inc. GA 1-0932 


1006 Olive St., St. Louis 1, Missouri 


Stevan Dohanos CA 7-9406 
Box 112, Westport, Conn. 
Estelle Mandel RE 7-5062 
46 E 80St. NYC 21 
Agent for fine arts painters 

81. story 
Sol Dember DI 2-7163 


7309 Paso Robles Ave., Van Nuys, Calif. 


story & cover illustrations 


Estelle Mandel RE 7-5062 
46 E 80St. NYC 21 

Agent for fine arts painters 

James R. Summers MU 8-5236 


353 E. 50, NYC 22 


realistic, stylized, figures & animals 
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X16100 . . . One of the theusands 
of pictures from our stock library. 





WHAT A 
DisE: 


ONE OF THE MANY 
SITUATION PICTURES FROM 


UNDERWOOD & UNDERWOOD 


ILLUSTRATION STUDIOS INC. 


Send $2.00 for 10th Edition Catalog 
(in N. ¥. C. add 3% Sales Tax) 


319 East 44 Street 646 North Michigan Ave- 
New York 17, N. Y. Chicago 11, Illinois 
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Stan Zuckerberg PE 5-8862 
21 Old Farm Rd., Levittown,L.|.,NY 


82. stylized 


James R. Summers 
353 E. 50, NYC 22 


animals, figures, b/w, color 


MU 8-5236 


83. symbolic 


Estelle Mandel RE 7-5062 
46 E 80 St. NYC 21 


Agent for fine arts painters 


84. technical 


Raymond Andersen DA 3-2421 
Stanford Research Institute, Menlo Park,Cal. 
Technical Art, Technical Book Production 


Diamond Art Studio MU 3-1418 
292 Madison Ave., NYC 17 

Charles F. Dreyer PL 9-7780 
480 Lexington Ave., NYC 17 MO 7-3780 


mechanical, electronic, manual illus., Leroy 
Henry Fleischer DE 5-7874 
40-71 Elbertson St., Elmhurst 73, NY 

b/w line, isometric, expl. views, schematics 
Graphic Design Inc.,/Beeber LA 4-1862 
55 W. 42nd St., NYC 36 

art, design, typo-lettering, printing 


M. Colletta Harrower Vi 1272 
232 Hartford Ave., Buffalo 23, NY 
free lance, technical illustration 
LETTERING 
85. alphabets, designed 

Frank Conley PL 9-6791 
38 E 50 St. NYC 22 
Flexo-Lettering Co. OX 7-9241 
19 W. 44 St. NYC 
Photo-lettering, Inc. MU 2-2346 
216 E. 45 St. NYC 17 

86. comp. lettering 
Paul K. Apkarian GA 1-4691 


1855 Roxbury Rd., Clev. 12, Ohio 
general layout, package design, poster, TV 


Frank Conley PL 9-6791 
38 E 50 St. NYC 22 

Diamond Art Studio MU 3-1418 
292 Madison Ave., NYC 17 

Roy Horton Studios PL 3-4914 
145 E 52 St. NYC 22 

Letterguide Company 2-6413 
Box 99, Lincoln 9, Nebraska 

Robert K. Rafn HE 3-4562 


3340 E. 2nd, Long Beach 3, Calif. 
comprehensive, repro. lettering and designing 


87. illuminated lettering 
William Metzig MU 7-0512 
331 Madison Ave., NYC 17 
decorative, curly cues, script ital. engl.Roman 
Enid Ecler Perkins EM 2-7220 
4000 Massachusetts Ave.N.W.,Wash.16,D.C. 
scrolls, calligraphy 
Alex Romett MU 2-1327 
19 W. 45 St. NYC 36 
certificates, memorials, testimonials, diplomas 
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88. Leroy lettering 


Charles F. Dreyer PL 9-7880 
480 Lexington Ave., NYC 17 MO 7-3780 
as adjunct to mechanical & electronic illus. 
Henry Fleischer DE 5-7874 
40-71 Elbertson St., Elmhurst 73, NY 

for charts, graphs, technical drawings 


Letterguide Company 2-6413 
Box 99, Lincoln 9, Nebraska 

89. lettering 
Paul K. Apkarian GA 1-4691 
1855 Roxbury Rd., Clev. 12, Ohio 
creative finish, comprehensive, rough 
Frank Conley PL 9-6791 


38 E 50 St. NYC 22 
reproduction & comprehensive lettering 


Diamond Art Studio MU 3-1418 
292 Madison Ave., NYC 17 

Simon Goldsmith RE 2-9834 
30 Church St., NYC 7 

Gussin-Radin Studios, Inc. WI 7-7352 
220 W 42 St. NYC 19 

J. J. Herman LE 2-6774 
155 E 40 St. NYC 

Roy Horton Studios PL 3-4914 
145 E 52 St. NYC 22 

Samuel Leschin MU 2-7433 


545 5 Av., NYC 17 


layout, also — design, comps, finish 


Letterguide Company 2-6413 
Box 99, Linccln 9, Nebraska 
Milton Marx MU 8-1426 
350 E 51 St NYC 22 
Frank J. MeMahon Studio SW 5-1847 
924 Bergen Ave., Jersey City 6, N.J. 
Alex Romett MU 2-1327 
19 W 45 St. NYC 36 
calligraphic and advertising 
The Stik-A-Letter Co. SH 5-7548 
Rt.2, Box 286, Escondido, Calif. 
die cut gummed letters, color & b/w 

90. paste-up alphabets 
Cello-Tak JU 2-5165 
131 W 45 St. NYC 
The Stik-A-Letter Co. SH 5-7548 
Rt. 2, Box 286, Escondido, Calif. 
die cut gummed letters, color & b/w 

91. pens 

Time-Saving Specialties PL 7421 


2816 Dupont Ave., So. Minneapolis 8, Minn. 
felt marking pens 


92. photo, film, process 


Filmotype Corp. OR 5-7210 
7500 McCormick Blvd., Skokie, II. 


mfrs. Filmotype Photo-Composition Machines 


Flexo-Lettering Co. OX 7-9241 
19 W. 44 St. NYC 
The Fotoflex Co. MU 2-1190 


214 E 41 St. NYC 
regular & economy system for all lettering 
styles 


Lettering Inc. Cl 6-4190 
119 W 57 St. NYC 
Harry L. Magun CH 7-7575 


299 Farmington Ave., Hartford 5, Conn. 
creative up-to-date styles 


Photo-lettering, Inc. MU 2-2346 
216 E 45 St. NYC 17 
Rapid Typographers, Inc. MU 8-2445 


305 E. 46 St. NYC 17 


93. photographic-variations 


Emanuel Hoschander JU 68529 


36 W. 56 St., NYC 19 

94. presentation 
MU 2-2346 
SH 5-7548 


Photo-lettering, Inc. 

216 E 45 St. NYC 17 

The Stik-A-Letter Co. 

Rt. 2, Box 286, Escondido, Calif. 
die cut gummed letters, color & b/w 


RETOUCHING 
95. art 


Diamond Art Studio 

292 Madison Ave., NYC 17 
Elli-Art Retouch, Elliot Fromkes 
16 W. 45 St., NYC 36 

exactly right for reproduction 


96. carbros 


Archer Ames Associates 

16 E 52 St., NYC 

Robert Crandall Associates, Inc. 
58 W 47 St NYC 36 

our quality is Crandall color 
Davis-Ganes 

516 Fifth Ave NYC 36 
retouching of carbros 
Gussin-Radin Studios, Inc. 

220 W 42 St. NYC 19 

George Lauber PR 1-5285 
1900 Euclid Ave., Cleveiand, 15, Ohio 
display, litho, magazine 

Van Vort Studio MU 5-3788 
359 Lexington Ave., NYC 16 


97. color toning 


Elli-Art Retouch, Elliot Fromkes 
16 W. 45 St., NYC 36 

exactly right for reproduction 
Gussin-Radin Studios, Inc. 

220 W 42 St. NYC 19 

Van Vort Studio 

359 Lexington Ave., NYC 16 

all phases of retouching 


98. dye transfer 


Archer Ames Associates 

16 E 52 St. NYC 

Color Corporation of America 
43 West 61 St. NYC 

The Quality Color Service to the Trade 
Joe Snyder, President 

Robert Crandall! Associates, Inc. 
58 W 47 St NYC 36 

our quality is Crandall color 
Davis-Gones 

516 Fifth Ave. NYC 36 

dye transfer retouching 
Gussin-Radin Studios, Inc. 

220 W 42 St. NYC 19 
Hersh-Mastro Studios Inc. 

4 W 40 St. NYC 

experienced color retouching staff 
Vince Hill 

6 N. Michigan, Chicago 2, [II. 
Van Vort Studio 

359 Lexington Ave., NYC 16 

all phases of retouching 

Way's Standard Viewers 
Chappaqua, N.Y. 

for correct viewing of color transparencies 


MU 3-1418 
BR 9-1329 


MU 83240 
Cl 7-7377 


MU 7-6537 


WI 7-7352 


BR 9-1329 


WI 7-7352 
MU 5-3788 


MU 83240 


JU 2-4355 


Cl 7-7377 


MU 7-6537 


WI 7-7352 
CH 4-8864 


FR 2-0355 
MU 5-3788 


LE 2-0030 
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99. fashion 


cher Ames Associates 
E 52 St. NYC 

!i-Art Retouch, Elliot Fromkes BR 9-1329 
W. 45 St., NYC 36 


é MU 83240 
E 

] 

exactly right for reproduction 

¢ 

2 


ssin-Radin Studios, Inc. WI 7-7352 
OW 42 St. NYC 19 
hersh-Mastro Studios Inc. CH 4-8864 
4 W 40St. NYC 
experienced color retouching staff 
George Lauber PR 1-5285 


1900 Euclid Ave., Cleveland 15, Ohio 
shoes, leather goods, illustration 


Van Vort Studio MU 5-3788 
359 Lexington Ave., NYC 16 

al! phases of retouching 

A. Bernie Wood CL 3-3002 


721 E. Davis, Arlington Heights, III. 
b/w & color-except. transparencies 


100. Flexichrome 


Archer Ames Associates MU 83240 
16E 52St. NYC 

Art Masters JU 2-4182 
155 W. 44 St. NYC 36 

watches, jewelry 

Color Corporation of America JU 2-4355 


43 West 61 St. NYC 

The Quality Color Service to the Trade 

Joe Snyder, President 

Robert Crandall Associates, Inc. Cl 7-7377 
58 W 47 St NYC 36 

our quality is Crandall color 
Davis-Ganes 

516 Fifth Ave. NYC 36 
flexichrome coloring 
Elli-Art Retouch, Elliot Fromkes BR 9-1329 
16 W. 45 St., NYC 36 

exactly right for reproduction 


MU 7-6537 


Gussin-Radin Studios, Ine. WI 7-7352 
220 W 42 St. NYC 19 

Hersh-Mastro Studios Inc. CH 4-8864 
4 W 40 St. NYC 

experienced color retouching staff 

Vince Hill FR 2-0355 
6N. Michigan, Chicago, 2, Ill. 

George Lauber PR 1-5285 


1900 Euclid Ave., Cleveland 15, Ohio 
all color illustration from b/w 

Art Miltenberger AS 8-6192 
30-68 41 St., Astoria 3, N.Y. 

photo retouching & flexichrome coloring 


Al Noppe PL 5-3573 
fashion 

Van Vort Studio MU 5-3788 
359 Lexington Ave., NYC 16 

all phases of retouching 

Way's Standard Viewers LE 2-0030 


Chappaqua, N.Y. 

for correct viewing of color transparencies 
Weco Studio MU 5-1864 
14 E. 39th St., N.Y.C. 16 
tlexichrome retouching 
Vildner Studios 

218 Madison Avenue, NYC 


101. industrial 


MU 3-5341 


Art Masters JU 2-4182 
155 W 44 St. NYC 36 
watches, jewelry 

diamond Art Studio 

292 Madison Ave., NYC 17 
Elli-Art Retouch, Elliot Fromkes BR 9-1329 
16 W. 45 St., NYC 36 

exoctly right for reproduction 
Gussin-Radin Studios, Inc. 
220 W 42 St. NYC 19 


MU 3-1418 


WI 7-7352 
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For Custom Color Reproduction . . . use 


REPRO-DYE ==> 
b color 
° y E p RO -_ D U Pp transparencies 


KURSHAN AND LANG’S IMPROVED PROCESSES THAT 
TAKE THE GAMBLE OUT OF COLOR REPRODUCTION 
REPRO-DYE COLOR FILM PROCESSING DUPLICATE 


A fine color print process using the DYE COLOR PRINTS TRANSPARENCIES 
TRANSFER method of reproduction. These DYE TRANSFER SLIDES — FILMSTRIPS 


are the highest grade of color prints yet pn COPYING ART WORK 
available with assured accuracy of match- 
FLEXICHROME COLOR ASSEMBLIES 


ing your original art or color transparency. 


REPRO-DUPE Write today for your 
Duplicate transparencies of extremely high FREE Color Data 5 
quality with no loss of color or contrast Handbook! # ee 7 
and which match your original art or wie 
transparency as closely as is possible. 
The necessary retouching to maintain an 
accurate match with the original is in- 
cluded in the price. 























sales presentations 
charts «- slides 
booklets + brochures 
package design 


a complete design and production service 


2 WEST 46th STREET « CIRCLE 6-9169 























Work better... faster... easier... 
with this fine imported precision 
DUX VARIABLE pencil sharpener 
Keeps pencils ready with a twist of the wrist. 
Adjustable from dull to needlepoint. 
At your art dealer 
$1 retail, in leather case 


For wholesale quantities write for com- 
plete catalog of 24 highly specialized 
models. 
FRED BAUMGARTEN 
Exclusive Imports — Dept. R-2 
1000 Virginia Ave. N.E., Atlanta 6, Ga. 
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George Lauber PR 1-5285 
1900 Euclid Ave., Cleveland 15, Ohio 
technical books, cut-away 
Van Vort Studio 

359 Lexington Ave., NYC 16 
all phases of retouching 


102. Kemart 


Archer Ames Associates MU 8-3240 
16 E 52 St. NYC 

Peter George Art Service inc. MU 4-2124 
832 Second Ave. (44-45 St.) NYC 17 
Kemart-F our color separations 

Van Vort Studio MU 5-3788 
359 Lexington Ave., NYC 16 

all phases of retouching 


103. photo, b/w 


Archer Ames Associates 
16 E 52 St. NYC 


MU 5-3788 


MU 83240 


Art Masters JU 2-4182 
155 W 44 St. NYC 36 

watches, jewelry 

Bergin-Lobel LO 5-7217 


80 W. 40 St. NYC 

dye transfer & flexichrome 
Diamond Art Studio 

292 Madison Ave., NYC 17 
product, industrial, technical 


MU 3-1418 


Elli-Art Retouch, Elliot Fromkes BR 9-1329 
16 W. 45 St., NYC 36 

exactly right for reproduction 

Peter George Art Service, Inc. MU 4-2124 


832 Second Ave. (44-45 St.) NYC 17 
General black & white retouching 


Gussin-Radin Studios, Inc. WI 7-7352 
220 W 42 St. NYC 19 

Hersh-Mastro Studios Inc. CH 4-8864 
4 W 40St. NYC 

experienced color retouching staff 

George Lauber PR 1-5285 
1900 Euclid Ave., Cleveland 15, Ohio 
general 

E. Denton Morris MU 7-4150 
16 W 45 St. NYC 19 

photo retouching & advertising art 

Milan Sedmak HI 6-6735 


10 Maryland Ave., Havertown, Pa. 

products, technical, industrial, photos b/w 
Van Vort Studio MU 5-3788 
359 Lexington Ave., NYC 16 

all phases of retouching 


104. photos, color 
Art Masters 
155 W 44 St. NYC 36 
watches, jewelry 
Color Corporation of America JU 2-4355 
43 West 61 St. NYC 
The Quality Color Service to the Trade 
Joe Snyder, President 


JU 2-4182 


Robert Crandall Associates, Inc. Cl 7-7377 
58 W 47 St NYC 36 

our quality is Crandall color 

Gussin-Radin Studio, Inc. WI 7-7352 


220 W 42 St. NYC 19 


Hersh-Mastro Studios Inc. CH 4-8864 
4 W 40 St. NYC 

experienced color retouching staff 

George Louber PR 1-5285 


1900 Euclid Ave., Cleveland 15, Ohio 
all color illustration 


Van Vort Studio MU 5-3788 
359 Lexington Ave., NYC 16 
all phases of retouching 
105. products 
Archer Ames Associates MU 8-3240 


16 E 52 St. NYC 
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Art Masters JU 2-4182 
155 W 44 St. NYC 36 

Diamond Art Studio MU 3-1418 
292 Madison Ave., NYC 17 

Gussin-Radin Studios, Inc. WI 7-7352 
220 W 42 St. NYC 19 

Hersh-Mastro Studios Inc. CH 4-8864 


4 W 40 St. NYC 

experienced color retouching staff 

Ralph F. Kocher Advertising Art GR 5-1008 
1236 Sherman, Evanston, Illinois 

specializing in direct mail folders, booklets 
Van Vort Studio MU 5-3788 
359 Lexington Ave., NYC 16 

all phases of retouching 


106. renderings 


Archer Ames Associates MU 8-3240 
16 E 52 St. NYC 

Art Masters JU 2-4182 
155 W. 44 St. NYC 36 

Diamond Art Studio MU 3-1418 


292 Madison Ave., NYC 17 
Elli-Art Retouch, Elliot Fromkes 
16 W. 45 St., NYC 36 

exactly right for reproduction 
Gussin-Radin Studios, Inc. 

220 W 42 St. NYC 19 

Ralph F. Kocher Advertising Art GR 5-1008 
1236 Sherman, Evanston, Illinois 

specializing in direct mail folders, booklets 
Van Vort Studio MU 5-3788 
359 Lexington Ave., NYC 16 

all phases of retouching 


107. technical 


BR 9-1329 


WI 7-7352 


Art Masters JU 2-4182 
155 W. 44 St. NYC 36 

true perspective from blueprints 
Diamond Art Studio 

292 Madison Ave., NYC 17 
Ralph F. Kocher Advertising Art GR 5-1008 
1236 Sherman, Evanston, Illinois 

specializing in direct maii folders, booklets 


MU 31418 


108. transparencies 


Color Corporation of America JU 2-4355 
43 West 61 St. NYC 

The Quality Color Service to the Trade 

Joe Snyder, President 


Robert Crandall Associates, Inc. Cl 7-7377 
58 W 47 St NYC 36 

our quality is Crandall color 

Davis-Ganes MU 7-6537 
516 Fifth Ave. NYC 36 

transparency retouching 

Estelle Friedman Associates MU 7-7194 
141 E. 44th St. NYC 

Max Jaiken Cl 6-8712 
58 W 57 St. NYC 19 

Mildred Medina MU 8-0270 
8 E 48 St. NYC 

Way's Standard Viewers LE 2-0030 


Chappaqua, N.Y. 
for correct viewing of color transparencies 


¥. Ve 


109. animation 


National Studios JU 2-1926 
145 W. 45 St., NYC 


16mm. limited animation—animaties 


Playhouse Pictures WE 3-23: 6 
749 N. Highland Ave. Hollywood 38, Calif. 
animated TV commercials 


110. art 


Diamond Art Studio MU 3-1453 
292 Madison Ave., NYC 17 
Jon Fetko PI 5-503 3 


6419 Lawndale Ave., Philadelphia 11, Pa. 
TV Art, lettering, titles. 

Walter Lauf NY PL 8245) 
Windaway Rd., Bethel, Conn.Dan. PI 8-1357 
complete design of stills; b & w & color 


National Studios JU 2-1925 
145 W. 45 St., NYC 
Samuel Lee Smith LA 8-549° 
8431 Creekwood, Dallas, 28, Tex. 
illustration and lettering 

111. cartoons 
Diamond Art Studio MU 3-1418 
292 Madison Ave., NYC 17 
Victor J.K. MacNaught SA 80974 


94 Main St., Saugus 5, Mass. 
cartoons in the modern manner 


112. direct color prints 
Color Corporation of America JU 2-4355 
43 West 61 St. NYC 
The Quality Color Service to the Trade 
Joe Snyder, President 
Norman Kurshan Ine. Color Service JU 6-0035 
8 W 56 St., NYC 19 
Rapid Colorprint Co. CH 5-2193 
216 S. Central Ave., Glendale 4, Calif. 
chromastat 
Rik Shaw Associates, Ltd. PL 7-3988 
250 W 57 St., NYC 19 


from transparency or art 


113. film production 


Louis E. Korn WE 9-5638 
6332 Warner Dr., Los Angeles 48, Calif. 

AD for TV film & mot.pic.film.Member Soc. 

of Mot. Pic. ADs. Member Set Designers for 
TV Film and Mot. Pic. Film Local No. 847 
Fred A. Niles Productions, Ine. SU 7-0760 
22 W. Hubbard St., Chicago 10, III. 
Pace-setting live & animated tv spots, tv 
shows 


114. hot press 
National Studios JU 2-1926 
145 W. 45 St., NYC 
Rik Shaw Associates, Ltd. PL 7-3988 
250 W. 57 St., NYC 19 

115. lettering 
Diamond Art Studio MU 3-1413 
292 Madison Ave., NYC 17 
Letterguide Company 2-641 
Box 99, Lincoln 9, Nebraska 
The Stik-A-Letter Co. SH 5-754 


Rt. 2,Box 286, Escondido, Calif. 
die cut gummed letters, color & b/w 


116. lettering, photo 


Letterguide Company 2-641: 
Box 99, Lincoln 9, Nebraska 

clean, sharp, india ink lettering 

Westcott & Thomson, Inc. WA 2-657( 


1027 Arch St., Phila.; 5, Pa. 
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117. pens, lettering 
23: 
* _etterguide Company 26413 WHEN MEN ARE MORE IMPORTANT THAN MACHINES... 
30x 99, Lincoln 9, Nebraska 
lean, sharp, india ink lettering you REDUCE RETOUCHING CcOosTSs 
Time-Saving Specialties PL 7421 
: 1816 Dupont Ave., So. Minneapolis 8,Minn. ON DYE TRANSFERS 
1438 You've just approved the three Ektachromes 
118. props for that full page bleed ad. But you've 
, ° s 
vi —e MU 8-8930 just got to reduce cay ye _ 
10 Sutton Pl., NYC 22 You decide a strip-in dye ftranster ts 
455 everything -_ oti on time the answer. 
1357 Warshaw Collection of Business Americana That’s where our men, who use the newest 
752 West End Ave. NYC 25 RI 9-3500 - 
92; venaal — a wear an — for you. © Color Film Processing 
Utilizing specialized techniques in : 
49 119. sculpture masking . . . to retain the full color values bye ware 
’ d ¢ Duplicate Transparencies 
briel M CA 6-4114 you must have . . . you'll get a dye 
0 Prince $¢. NYC 12 transfer that virtually eliminates the need *  Flexichromes 
sculpture for advertising for further retouching. And, this single ° Slides 
color print will also reduce engraving costs. © tt Gaales 
418 120. slides We can show you how. Phone or write + ie 
for a Kurshan color consultant — 
| Ad ter Prints, Inc. - 7 > . . 
974 | 1168 éth Ave., NYC 19 lata without any obligation, of course. Color Assombiies 
American Blueprint Co. Inc. PL 1-2240 
7 East 47 St. NYC 17 
Berry and Homer LO 3-6776 #2 in a series 
233 N. 12 St., Phila. 7, Pa. 
slides to meet TV specs of any U.S. station , . 
4355 R.J. Davidson PR 5-4050 Sait Kurshan vial Color Service 
Thorough T.V. knowhow & experience — 
modern 8 West Séth Street * New York 19, N. Y¥. © JUdson 6-0035 
0035 John A. Lawn MO 5-1478 
555 Cauldwell Ave., Bronx, 55, N.Y. 
2193 : stylized cartoon — realistic, b/w, color 
i Milton Marx MU 8-1426 
350 E 51 St NYC 22 — 
3988 . National Studios JU 2-1926 


145 W. 45 St., NYC takes the “WORK” 


2x 2,3%x 4, 4x 5, b/w & color Cth... 

Rapid Colorprint Co. CH 5-2193 out of ARTWORK 
216 S. Central Ave., Glendale 4, Calif. Woke Sonal your pol... ENLARGE OR REDUCE WITH 
color copies & duplicates ' La Q 2-2, t0, 

Rik Shaw Associates, Ltd. PL 7-3988 “Devt AMAZING CLARITY and SPEED 
-5638 250 W. 57 St., NYC 19 wmohing oun Tiamsfen payaer . 







consultants to TV stations Uae the profession alk, mada . 
c. Westcott & Thomson, Inc. WA 2-6570 - fue Sanrol Franafer paper the j oer 
7 . 1027 Arch St., Phila., 5, Pa. ? 0 " fron _ 
0760 . 4 ofora projects ANY type of copy 
121. Story boards GRAPHITE—for light surfaces DIRECTLY onto ANY surface 
—for dark surfaces 
’ R.J. Davidson PR 5-4050 I a me F (non-photographic) A money and time saver for illustrators, layout 


A.D. knowhow & experience = lern RED—for glossy surfaces (acetate, photos, stats) men, designers etc. Speeds up scaling, “drop- 

















































milk copy $350 per BOXED ROLL + 12 Feet x 12'/2 Inches ping in’ of elements. Render “finishes” in 
j Diamond Art Studio MU 3-1418 Write for Free Samples to $B. ALBERTIS - 5 Tudor City PIN Y 17 fraction of usual time! Eliminates costly stats. 
j 292 Madison Ave., NYC 17 
1925 FF Playhouse Pictures WE 8-2326 
. 749 N. Highland Ave. Hollywood 38, Calif. The totally dark 
-3983 creative TV storyboards - “Work-Booth” “F 
/ Rik Show Associates, Ltd. PL 7-3988 ‘ 
250 W. 57 St., NYC 19 Production & oo age 
{ Westcott & Thomson, Inc. WA 2-6570 part of 
_ 1027 Arch St., Phila. 5, Pa. ULlimited | GRAFIKON: an 
ue 122. titles MECHANICALS exclusive feature ! 
4 1 PASTE-UP , 
| i Diamond Art Studio MU 3-1418 COLOR SEP Priced MUCH 
754 i 292 Madison Ave., NYC 17 ‘ lower than any 
H Letterguide Company 2-6413 BOURGES other large 
Box 99, Lincoln 9, Nebraska FLEXICHROME projector. 
clean, sharp, india ink lettering FOR A BETTER JOB, HANDLED 
} Milton Marx MU 8-1426 WITH TALENT AND KNOW-HOW SEE YOUR DEALER 
350 E 51 St. NYC 22 CAuL : 
2-641 National Studios JU 2-1926 woSON STEPHEN P HAAS write for Folder to 
= 45 St., NYC 6-7528 ' —— 
Photo-lettering, Inc. MU 2-2346 Beds. 8026 Santa Monica ' 
2-657( } 216 E. 45 St. NYC 17 GRAFIKON C0. Los Angeles 46, California 
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The Stik-A-Letter Co. SH 5-7548 
Rt. 2, Box 286, Escondido, Calif. 

die cut gummed letters, color & b/w 

Westcott & Thomson, Inc. WA 2-6570 


1027 Arch St., Phila., 5, Pa. 


PHOTOGRAPHY 
123. aerial 


American Museum of Photography PE 5-4973 
338 S 15 St., Phila. 2, Pa. 

19th century American balloon photos 

Ariz. Photographic Assac., Inc. AL 8-655] 
1330 N. 21 Ave., Phoenix, Ariz. 

Thomas M, Skilton HU 9-4308 
Creamery, Montgomery Co., Pa. 

Oblique views — color, b/w 


124. animals 


Walter Chandoha HU 4-8260 
Box 237, Huntington Sta., L.I.,N.Y. 


specializing in cats and dogs in color, b/w 
125. architectural 


American Museum of Photography PE 5-4973 
338 S 15 St., Phila. 2, Pa. 

18th & 19th Century, American and 

European Arch 


Ariz. Photographic Assoc., Inc. AL 8-655] 
1330 N 21 Av., Phoenix, Ariz. 
Walter Florczak ED 5-9556 


560 Noble Avenue, Bridgeport 8, Conn. 
Robert H. Murray & Assoc. JA 5-8818 
1101 Lee Hwy., Arlington, Va. 

color and b/w, interiors and exteriors 


126. babies 


Dottie McLaughlin — APA AL 8-655] 
1330 N 21 Av., Phoenix, Ariz. 

127. cats & dogs 
Walter Chandoha HU 4-8260 


Box 237, Huntington Sta., L.I.N.Y. 
color, b/w, assignment, big stock file 


Dottie McLaughlin — APA AL 8-655] 
1330 N 21 Av., Phoenix, Ariz. 

128. children 
Wesley Bowman Studio Inc. CE 60233 


360 N. Michigan Ave., Chicago 1, III. 


Dottie McLaughlin — APA AL 8-655] 
1330 N 21 Av., Phoenix, Ariz. 
Doris Rosenfeld WA 93-1839 
42 Bank St., NYC 14 
children, candid and formal 
Elizabeth Wilcox Ki &1118 
4511 Delafield Ave. NYC 71 NY 
children, families, education 

129. color 
Ariz. Photographic Assoc., Inc. AL 8655] 
1330 N 21 Av., Phoenix, Ariz. 
Walter Chandohe HU 4-8260 


Box 237, Huntington Sta., L.I., N.Y. 
cat and dog pix-biggest file in U.S. 

Color Corporation of America JU 2-4355 
43 West 61 St. NYC 

The Quality Color Service to the Trade 

Joe Snyder, President 

Walter Florezak ED 5-9556 
560 Noble Avenue, Bridgeport 8, Conn. 
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Arthur Griffin WI 6-2690 
22 Euclid Ave., Winchester, Mass. 


also have good New England Stock Color 


Gussin-Radin Studios, Inc. WI 7-7352 
220 W 42 St. NYC 19 
Robert C. Hoffner Studio MA 1-8442 


425 Caxton Bldg. Cleveland 15, Ohio 

quality work for local and distant buyers 

Jay B. Leviton CE 7-7766 
1271 Roxboro Dr., N.E., Atlanta 5, Ga. 
editorial & interpretative photography, strobe 


Herb McLaughlin — APA AL 86551 
1330 N 21 Av., Phoenix, Ariz. 
Robert H. Murray & Associates JA 5-8818 


1101 Lee Hwy., Arlington, Va. 
studio, mural transparencies, flexies, slides 


PL 9-8500 
DA 63259 


Pix Inc. 

250 Park Ave., NYC 17 
Photography by Scala 

5917-59 Rd., Maspeth, 78, N.Y. 
baby portraits-color post cards brochures 


Rik Shaw Associates, Ltd. PL 7-3988 
250 W. 57 St., NYC 19 
Loren Smith DO 2-4919 


509 Sansome St., San Francisco, Cal. 

color prints & trans., food, pkgs., products 
Way's Standard Viewers LE 2-0030 
Chappaqua, N.Y. 

for correct viewing of color transparencies 


130. editorial 


American Museum of Photography PE 5-4973 
338 S. 15 St., Phila. 2, Pa. 
historical, religious, literary, genre pix. 


Ariz. Photographic Assoc., Inc. AL 8655] 
1330 N 21 Av., Phoenix, Ariz. 
Wesley Bowman Studio Inc. CE 6-0233 


360 N. Michigan Ave., Chicago 1, |II. 

Wolter Florezak ED 5-9556 
560 Noble Avenue, Bridgeport 8, Conn. 
Hainlin Studio TE 2-7684 
265 29 St., Oakland, Cal. 

San Francisco Bay area — 4 cameramen 
Michael Honos TR 3-6675 
2832 E. Grand Blvd., Detroit 11, Mich. 
advertising industrial magazine photography 


Gilbert Kenna LO 2-8993 
75 Webb St., Hamden, Conn. 
Jay B. Leviton CE 7-7766 


1271 Roxboro Dr., N.E., Atlanta 5, Ga. 
covering the south for national magazines 


Herb McLoughlin - APA AL 8-655] 
1330 N 21 Av., Phoenix, Ariz. 
Elizabeth Wilcox KI &1118 


4511 Delafield Ave. NYC 71 NY 


human relations, children, education, families 


131. exhibit 


Robert H. Murray & Associates 
1101 Lee Hwy., Arlington 9, Va. 
all photo services for the exhibit builder 


JA 5-8818 


132. experimental 


Wesley Bowman Studio Inc. CE 6-0233 
360 N. Michigan Ave., Chicago 1, Ill. 

Robert H. Murray & Associates JA 5-8818 
1101 Lee Hwy., Arlington 9, Va. 

technical know-how applied to your problem 


133. fashion 


Wesley Bowman Studio Inc. CE 6-0233 
360 N. Michigan Ave., Chicago 1, Ill. 
Gussin-Radin Studios, Inc. WI 7-7352 
220 W 42 St. NYC 19 


134. food 


Loren Smith DO 2-491? 
509 Sansome St., San Francisco, Cal. 
color only — complete kitchen & home econ. 


135. general 


Ariz. Photographic Assoc., Inc. AL 8-655] 
1330 N 21 Av., Phoenix, Ariz. 

Horry M. Collins UL 6-1896 
229 E. 38th St., Brooklyn 3, N.Y. 

Eldon Davis AD 7-0285 


1415 West Maine, Enid, Oklahoma 
advertising, architectural, industrial, product 


Gussin-Radin Studios, Inc. WI 7-7352 
220 W 42 St. NYC 19 
Robert C. Hoffner Studios MA 1-844? 


425 Caxton Bldg. Cleveland 15, Ohio 

quality work for local and distant buyers 
Kevin Murphy SH 3-6113 
1410 Ave “*Y’’, Sheepshead Bay 35, NY 
color, illustration, still-life 
Robert H. Murray & Associates JA 5-8818 
1101 Lee Hwy., Arlington 9, Va. 

equipment, know-how, imagination & service 


Doris Rosenfeld WA 9-1839 
42 Bank St., NYC 14 

people, animals, landscapes 

Loren Smith DO 2-4919 


509 Sansome St., San Francisco, Cal. 
color only — in & out of studio 


136. horticultural 


Roche Photography CA 6-2202 
Box 88, Caldwell, N.J. 
horticultural illustration 

137. illustration 
Ariz. Photographic Assoc., Inc. AL 86551 
1330 N 21 Av., Phoenix, Ariz. 
Wesley Bowman Studio Inc. CE 6-0233 


360 N. Michigan Ave., Chicago 1, III. 

Joe Clark, H.B.S.S. TU 3-3912 
20 Bartlett at Woodward, Detroit 3, Mich. 
magazine and illustrative photography 


Bernard Foster L.L.B. 2-7774 
9 Hall St., Lewiston, Maine 2-204! 
fashion, pretty girls, etc. 

Gussin-Radin Studios, Inc. WI 7-7352 
220 W 42 St. NYC 19 

Robert C. Hoffner Studios MA 1-8442 


425 Caxton Bldg. Cleveland 15, Ohio 

quality work for local and distant buyers 
Robert H. Murray & Associates JA 5-8818 
1101 Lee Hwy. Arlington 9, Va. 

catalog, architectural and engineering 


Pix Inc. PL 9-8500 
250 Park Ave., NYC 17 
Stegfried/Darsey Studio WE 3-907: 


6332 San Vicente Blvd., LA, 48, Cal. 
interpretive photographic illustrations 


138. industrial 


Ariz. Photographic Assoc., Inc. AL 8-655 
1330 N 21 Av., Phoenix, Ariz. 
G.M. Craven AT 2-030 


P.O. Box 55, Athens, Ohio 

creative photography in the Ohio River Valley 
Walter Florczak ED 5-955 
560 Noble Avenue, Bridgeport 8, Conn. 


Gussin-Radin Studios, Inc. WI 7-735. 
220 W 42 St. NYC 19 

Hainlin Studio TE 2-768: 
Robert C. Hoffner Studios MA 1-844: 


425 Caxton Bldg. Cleveland 15, Ohio 
quality work for local and distant buyers 
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Michael Honos TR 3-6675 
2832 E Grand Blvd., Detroit 11, Mich. 
idvertising industrial magazine photography 
Jay B. Leviton CE 7-7766 
1271 Roxboro Dr., N.E., Atlanta 5, Ga. 
editorial approach-color-b/w 
Robert H. Murray & Associates 
1101 Lee Hwy., Arlington 9, Va. 
imagination plusdocumentation,color, b/w 

Pix Ine. PL 9-8500 
250 Park Ave., NYC 17 

Bill Witt-Photography MA 3-0562 
554 Broad St., Newark 2, N.J. 

for N.J. industrial & location photographs 


JA 5-8818 


139. interiors 


Ariz. Photographic Assoc., Inc. AL 8-6551 
1330 N 21 Av., Phoenix, Ariz. 

Gussin-Radin Studios, Inc. WI 7-7352 
220 W 42 St. NYC 19 

Robert H. Murray & Associates JA 5-8818 


1101 Lee Hwy., Arlington, 9, Va. 
architectural and industrial, b/w, color 


140. landscapes 


Doris Rosenfeld WA 9-1839 
42 Bank St., NYC 14 
moody landscapes 

141. location 
Ariz. Photographic Assoc., Inc. AL 8-655] 
1330 N 21 Av., Phoenix, Ariz. 
G.M. Craven AT 2-0303 | 


P.O. Box 55, Athens, Ohio 
industrial photos in the Ohio River Valley 


Gussin-Radin Studios, Inc. WI 7-7352 
220 W 42 St. NYC 19 
Hainlin Studio TE 2-7684 


265 29 St., Oakland, Cal. 

San Francisco Bay area — 4 cameramen 
Robert C. Hoffner Studios MA 1-8442 
425 Caxton Bldg. Cleveland 15, Ohio 

quality work for local and distant buyers 


Dot & Herb McLaughlin - APA AL 8-6551 
1330 N 21 Av., Phoenix, Ariz. 
Robert H. Murray & Associates JA 5-8818 


1101 Lee Hwy, Arlington 9, Va. 
industrial, architectural, engineering 


142. magazine photography 


Joe Clark, H.B.S.S. TU 3-3912 
20 Bartlett at Woodward, Detroit 3, Mich. 
illustrative and magazine photography 


143. murals 
American Museum of Photography PE 5-4973 


338 S. 15 St. Phila. 2, Pa. 
Subjects of every nature for mural purposes 


Ariz. Photographic Assoc. Inc. AL 8-655] 
1330 N 21 Av., Phoenix, Ariz. 
Berry and Homer LO 3-6776 


233 N. 12 St., Phila. 7, Pa. 

any size and mounting: B&W and direct 
color 

Color Corporation of America 
43 West 61 St. NYC 

The Quality Color Service to the Trade 
Joe Snyder, President 

Rik Shaw Associates, Ltd. 
250 W 57 St., NYC 19 


any size, montages, also color 


JU 2-4355 


PL 7-3988 


144. photo agencies 


Ariz. Photographic Assoc., Inc. AL 8-655] 


1330 N 21 Av., Phoenix, Ariz. 
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SAME DAW 


SEEVICE: 


on all types of 35 mm. 
Lantern or Vugraph SLIDES 


in COLOR or Black-and-white! 





Admaster ... first to introduce stats 
on acetate ...now announces the installation 
of new equipment making it possible to provide 
SAME DAY service for all your slide prepara- 
tion work. For information on this new service 
— or any of Admaster’s 200 photostatic, photo- 
graphic and slide services... ask to have an 
Admaster technical representative call on you. 





Ask for FREE BOOKLET 
containing prices, ideas, and hew-to-do-it 
information. It's the most complete book 
of its type available ...a must for every 
art director and production man. 


Admaster Prints, Inc. 


1168 6th Ave., N. Y. ¢ JUdson 2-1396 




















BEYER ELLIPSE SHEET 
A SHEET OF 24 PERFECTLY DRAWN ELLIPSES 













S Can be reduced or enlarged photostati- 
cally to fit every ellipse problem. 


Printed on a 9%" x 11%" Kromekote 
card stock for lifetime durability and 
positive accuracy. 


Mail $2.00 payment to 
WILLIAM E. BEYER & CO. y 
BOX 110 +« BOSTON 17, MASS. 


DEALERSHIPS OPEN 
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The Bettmann Archive PL 8-0362 
215 E. 57 St., NYC 22 

old photos and prints, any subject 

Walter Chandohe HU 4-8260 


Box 237, Huntington Sta., LI NY 
specializing in cat and dog pix, color b/w 


Pix Ine. PL 9-8500 
250 Park Ave., NYC 17 
Reportage Photo Agency MU 7-7040 


15 W 44 St. NYC 36 
photos to fit every need. color & b/w 
Underwood & Underwood News Photos 


3 W 46 St NYC 36 JU 6-5910 
news, stock & color 

145. portraits 
Gilbert Kenno LO 2-8993 
75 Webb St., Hamden, Conn. 
Pix Inc. PL 9-8500 
250 Park Ave., NYC 17 
Doris Rosenfeld WA 9-1839 
42 Bank St. NYC 14 
candid or formal, in home, at work 

146. printons 
Color Corporation of America JU 2-4355 


43 West 61 St. NYC 

The Quality Color Service to the Trade 

Joe Snyder, President 

Norman Kurshan Inc. Color Service JU 6-0035 
8W 56 St. NYC 19 
Rapid Colorprint Co. CH 5-2193 
216 S. Central Ave., Glendale 4, Calif. 

direct of objects 

Rik Shaw Associates, Ltd. PL 7-3988 
250 W 57 St., NYC 19 

any size, from transparency or art 


147. products 


Ariz. Photographic Assoc., Inc. AL 8-655] 
1330 N 21 Av., Phoenix, Ariz. 

Wesley Bowman Studio Inc. CE 6-0233 
360 N. Michigan Ave., Chicago 1, III. 

Walter Florezak ED 5-9556 
560 Noble Avenue, Bridgeport 8, Conn. 
Gussin-Radin Studios, Inc. WI 7-7352 
220 W 42 St. NYC 19 

Robert H. Murray & Associates JA 5-8818 
1101 Lee Hwy, Arlington 9, Va. 

creative illustration, catalog, color, b/w 
Loren Smith DO 2-4919 
509 Sansome St., San Francisco, Cal. 

color prints & transp. — complete facilities 


148. props 
Prop Service MU &8930 
40 Sutton Pl., NYC 22 

149. publicity 
Ariz. Photographic Assoc., Inc. AL 8-655] 
1330 N 21 Av., Phoenix, Ariz. 
Pix Ine. PL 9-8500 
250 Park Ave., NYC 17 

150. reportage 

Ariz. Photographic Assoc., Inc. AL 8655] 
1330 N 21 Av., Phoenix, Ariz. 
Chorles F. Dreyer PL 9-7880 
480 Lexington Ave., NYC 17 MO 7-3780 
adjunct to editorial & adv. design 
Jay B. Leviton CE 7-7766 


1271 Roxboro Dr., N.E., Atlanta 5, Ga. 
covering the south for leading magazines 

Pix Inc. 9-8500 
250 ParkAe., NYC 17 





151. set design 


Louis E. Korn WE 9-5638 
6332 Warner Dr., Los Angeles 48, Calif. 

AD for TV film & mot. pic. film. Member Soc. 
of Mot. Pic. ADS. Member Set Designers for 
TV Film and Mot. Pic. Film Local No. 847 


152. slide films 


Hans J. Barschel HI 5-2941R 
45 Lilac Drive, Rochester 20 NY 

unusual, creative color shots 

Kurshan & Lang Color Service MU 7-2595 


10 E. 46th St., N.Y.C. 17 
a complete photographic color service 


National Studios JU 2-1926 
145 W. 45 St., NYC 
color—b/w 
Rik Shaw Associates, Ltd. PL 7-3988 
250 W 57 St., NYE 19 
top quality, fast and economical 
153. stereo 

Ariz. Photographic Assoc., Inc. AL 86551 
1330 N 21 Av., Phoenix, Ariz. 
Rik Shaw Associates, Ltd. PL 7-3988 
250 W. 57 St., NYC 19 

154. still life 
Wesley Bowman Studio Inc. CE 6-0233 


360 N. Michigan Ave., Chicago 1, Ill. 


Gussin-Radin Studios, Inc. WI 7-7352 
220 W 42 St. NYC 19 
Gilbert Kenna LO 2-8993 


75 Webb St., Hamden, Conn. 
155. stock photos 
American Museum of Photography PE 5-4973 


338 S. 15 St., Phila. 2 Pa. 
Historical pix for advertising & editorial use 


Ariz. Photographic Assoc., Inc. AL 8655] 
1330 N 21 Av., Phoenix, Ariz. 

The Bettmann Archive PL 80362 
215 E. 57 St., NYC 22 

old photos and prints, any subject 

Walter Chandoha HU 4-8260 


Box 237, Huntington Sta, L.I., N.Y. 
color or b/w pix of cats & dogs — big file 


A. Devaney, Inc. PL 5-7580 
227 E 47St. NYC 17 

Pix Inc. PL 9-8500 
250 Park Ave., NYC 17 

Reportage Photo Agency MU 7-7040 


15 West 44 St. NYC 36 

photos to fit every need color & b/w 
H. Armstrong Roberts FE 9-1941 
756 Builders Ex. Minneapolis 2, Minn. 

color, black and white 

H. Armstrong Roberts 

317 N. 11 St., St. Louis 1, Mo. 
color, black and white 

H. Armstrong Roberts 

205 W. Wacker Dr., Chicago 6, Ill. 
color, black and white 

H. Armstrong Roberts 

Room 356, Graybar Bldg. N.Y. 17 
color, black and white 

H. Armstrong Roberts 

4203 Locust St. Phila. 4, Pa. 
color, black and white 

John Strang 

53 E 54 St. NYC 22 

scenic, historical, seasonal; color, b/w 

John Strang JA 3-1223 
130 Four Mile Rd., West Hartford 7, Conn. 
scenic, historical, seasonal; color, b/w 


CH 1-0280 


RA 6-0880 


LE 2-6076 


EV 66300 








Underwood & Underwood News Photos 


3W 46 St. NYC 36 JU 6-5910 
news, stock & color 

156. strobe 
Wesley Bowman Studio Inc. CE 6-023: 


360 N. Michigan Ave., Chicago 1, Ill. 
157. trick photography 


American Blueprint Co. Inc. PL 1-2240 
7 East 47 St. NYC 17 

Flexo-Lettering Co. OX 7-924) 
19 W. 44 St. NYC 

The Fotoflex Co. MU 2-1190 


214 E 41 St. NYC 
specializing in perspectives, reproportions, 
etc. 


PHOTO REPRODUCTION 
SERVICES 


158. 


Bebel!l & Bebel! Color Laboratories 

108 W. 24 St. NYC 11 WA 4-8573 
perfect processing with nitrogen agitation 
Robert Crandall Associates, Inc. (Cl 7-7377 
58 W 47 St NYC 36 

Norman Kurshan Inc. Color Service JU 6-0035 
8 W 56 St. NYC 19 

our quality is Crandall color 
Jack Ward Color Service, Inc. 
202 E. 44 St., NYC 17 


159. b & w prints in quantity 
TE 2-7684 


Anscochrome processing 


MU 7-1396 


Hainlin Studio 

265 29 St., Oakland, Cal. 
reproduction quality guaranteed — fast 
National Studios JU 2-1926 
145 W. 45 St., NYC 36 

Pavelle Laboratories, Inc. MU 2-5665 
16 E 42 St., NYC 17 

Rik Shaw Associotes, Ltd. PL 7-3988 
250 W. 57 St., NYC 19 

all contact sizes up to 20” x 24”’. 


160. carbros 


Harry C. Decker 

404 4th Avenue NYC 
Norman Kurshan Inc. Color Service JU 6-0035 
8 W 56 St. NYC 19 

Kurshan & Lang Color Service MU 7-2595 
10 E. 46th St. N.Y.C. 17 

a complete photographic color service 


MU 5-4295 


161. color assemblies 
Color Corporation of America JU 2-4355 
43 West 61 St. NYC 
The Quality Color Service to the Trade 
Joe Snyder, President 
Robert Crandall Associates, Inc. Cl 7-7377 
58 W 47 St NYC 36 
our quality is Crandall color 
Norman Kurshan inc. Color Service JU 6-0035 
8 W 56 St. NYC 19 
Kurshan & Lang Color Service MU 7-2595 
10 E. 46th St. N.Y.C. 17 
a complete photographic color service 


Ralph Marks Color Labs EL 5-6740 
344 E 49 St NYC 17 
Way's Standard Viewers LE 2-0030 


Chappaqua, N.Y. 
for correct viewing of color transparencies 












































162. color prints in quantity 





Ariz. Photographic Assoc., Inc. AL 8-6551 
1330 N 21 Av., Phoenix, Ariz. 
Bebell & Bebell Color Laboratories 


























































108 W. 24 St. NYC 11 WA 4-8573 
3% any size up to 40 x 80, any quantity 
Berry and Homer LO 3-6776 
233 N. 12 St., Phila. 7, Pa. 
Ektacolor C only, sizes up to 16x20 
Color Corporation of America JU 2-4355 
40 43 West 61 St. NYC 
The Quality Color Service to the Trade 
4] Joe Snyder, President 
David Dean Color Laboratories In. AT 9-5402 
70 420 Lexington Ave., N.Y.C. 17 
DO YOu for complete quality service. 
th ° AL 4-3502 ; 
52 19 St. NYC 3 . a complete art and production service 
BUY catalog sheets, prints, post cards-4 C.P. 
r Norman Kurshan Inc. Color Service JU 6-0035 
8 W 56 St. NYC 19 
BRISTOL Kurshan & Lang Color Service MU 7-2595 
10 E. 46th St. N.Y.C. 17 
a complete photographic color service 
Pavelle Laboratories, Inc. MU 2-5665 
1 16 E 42 St., NYC 17 
} National Studios JU 2-1926 
145 W. 45 St., NYC 
3 Rapid Colorprint Co. CH 5-2193 


216 S. Central Ave., Glendale 4, Calif. 

dye transfer & chromastat 

Rik Shaw Associates, Ltd. PL 7-3988 
250 W. 57 St., NYC 19 

any size, fast and economical 

Loren Smith DO 2-4919 
509 Sansome St., San Francisco, Cal. 

prompt service — dye trans.—type C — Type R 
Jack Ward Color Service, Inc. MU 7-1396 
202 E. 44 St., NYC 17 


163. color separations 


Color Corporation of America JU 2-4355 
43 West 61 St. NYC 

The Quality Color Service to the Trade 

Joe Snyder, President 

Encore Litho Inc. AL 4-3502 
52 E 19 St., NYC 3 


4-color process for litho, letterpress 





C) PRICE 





i 

i Norman Kurshan Inc. Color Service JU 6-0035 : 
gW56SNYCID. S.K.A. Associates 

(1) QUALITY Kurshan & Lang Color Service = MU 7-2595 | 109 west 42 STREET, NEW YORK 36 * LO 4.6450 


10 E. 46th St., NYC. 17 
a complete photographic color service 
Peterson Color Laboratory, Inc. Cl 7-1747 


(] WHITENESS 149 W 54 St., NYC 19 


4 color for graphic arts, Dye Transfer 


164. copy of artwork 




















p Acorn Color Laborotory Cl 7-2260 
. CRESCENT BRISTOL has all 168 W. 46, NYC 36 
these features plus a flatness not let us adjust the colors for you 
found in other bristols. Avail- American Blueprint Co. Inc. PL 1-2240 
ible in plate or vellum finish, 1, 7 East 47 St. NYC 17 
> or 3 ply. Bebel! & Bebel!l Color Laboratories 
108 W. 24 St. NYC 11 WA 4-8573 
Next time ask your dealer for transparencies or prints for reproduction ; 4 
CRESCENT BRISTOL ... the - —— of America JU 2-4355 | / 
, = ; 7 c West 61 St. NYC ‘ oi | 
— with the high rag con — —— a to the: Trade Ky as iW be 
. loe Snyder, President re) + r ¢ 
py Spent, Inc. Cl 7-7377 sy go ie est basta ‘ 
t - Nv ( 
| CHICAGO CARDBOARD COMPANY our quality is Crandall color = ee / 
1240 N. Homan Avenue Norman Kurshan Inc. ColerService JU 60035 Z si es O88 a a 
Chicago 51, Illinois 8W 56St. NYC 19 e ~ @ hi . 
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Kurshan & Lang Color Service MU 7-2595 
10 E. 46th St., N.Y.C. 17 


a complete photographic color service 


Ralph Marks Color Lebs EL 5-6740 
344 E 49 St. NYC 17 
Robert H. Murray & Associates JA 5-8818 


1101 Lee Hwy., Arlington 9, Va. 
slides: color, b/w, TV, rescaling, murals 


Peterson Color Laboratory, Inc. Cl 7-1747 
149 W 54 St., NYC 19 

Dye transfer, duplicates 

Rapid Colorprint Co. CH 5-219 


216 S. Central Ave., Glendale 4, Calif. 
print or transparency 


Rik Shaw Associates, Ltd. PL 7-3988 
250 W. 57 St., NYC 19 

black and white or full color 

Loren Smith DO 2-4919 


509 Sansome St., San Francisco, Cal. 

glass, film, paper, — color corrections 

Jack Ward Color Service, Inc. MU 7-1396 
202 E. 44 St., NYC 17 


165. duplicate transparencies 


Bebell & Bebell Color Laboratories WA 4-8573 
108 W. 24 St. NYC 11 

any size up to 40 x 80, any quantity 
Berry and Homer 

233 N. 12 St., Phila. 7, Pa. 
Ektacolor and Ektachrome, up to 16 x 20 
Color Corporation of America JU 2-4355 
43 West 61 St. NYC 

The Quality Color Service to the Trade 

Joe Snyder, President 

Robert Crandall Associates, Inc. Cl 7-7377 
58 W 47 St NYC 36 

our quality is Crandall color 

David Deon Color Laboratories, Inc. 

420 Lexington Ave., N.Y.C.17 AT 9-5402 
Norman Kurshan Inc. Color Service JU 6-0035 
8 W 56 St. NYC 19 

Kurshon & Lang Color Service MU 7-2595 
10 E. 46th St. N.Y.C. 17 

a complete photographic color service 

Robert H. Murray & Associates JA 5-8818 
1101 Lee Hwy, Arlington 9, Va. 

display transparencies, seamless to 40x72 in. 


LO 3-6776 


Pavelle Laboratories, Inc. MU 2-5665 
16 E 42 St., NYC 17 

Peterson Color Laboratory, Inc. Cl 7-1747 
149 W 54 St., NYC 19 

Dye transfer, separations 

Rapid Colorprint Co. CH 5-2193 


216 S. Central Ave., Glendale 4, Calif. 


Rik Shaw Associates, Ltd. PL 7-3988 
250 W. 57 St., NYC 19 

repro quality or display units 

Jock Ward Color Service, Inc. MU 7-1396 
202 E. 44 St., NYC 17 

Way's Standard Viewers LE 2-0030 


Chappaqua, N.Y. 

for correct viewing of color transparencies 
166. dye transfer prints 

Acorn Color Laboratory Cl 7-2260 

168 W. 46, NYC 36 

every aspect of dye transfer is our business 

Ariz. Photographic Assoc., inc. AL 8-655] 

1330 N 21 Av., Phoenix, Ariz. 

Bebell & Bebell Color Laboratories WA 4-8573 

108 W. 24 St. NYC 11 

reproduction quality, or low-cost display 

Color Corporation of America JU 2-4355 

43 West 6] St. NYC 

The Quality Color Service to the Trade 

Joe Snyder, President 

Robert Crandall Associates, Inc. 

58 W 47 St NYC 36 


our quality is Crandall color 


Cl 7-7377 


110 


Harry C. Decker MU 5-4295 
404 4th Avenue NYC 
Gussin-Radin Studios, Inc. WI 7-7352 
220 W 42 St. NYC 19 
Jack Horner ST 4-5109 


23-03 45th Rd., Long Island City, NY 
Norman Kurshan Inc.Color Service JU 6-0035 
8 W 56 St. NYC 19 

Kurshan & Lang Color Service MU 7-2595 
10 E. 46th St. N.Y.C. 17 

a complete photographic color service 


Ralph Marks Color Labs EL 5-6740 
344 E 49 St. NYC 17 

Robert H. Murray & Associates JA 5-8818 
1101 Lee Hwy., Arlington 9, Va. 

quality reproductions, short runs 

Pavelle Laboratories, Inc. MU 2-5665 
16 E 42 St., NYC 17 

Peterson Color Laboratory, Inc. Cl 7-1747 
149 W 54 St. NYC 19 

The Height of quality 

Rapid Colorprint Co. CH 5-2193 


216 S. Central Ave., Glendale 4, Calif. 
reproduction quality 

Rik Shaw Associates, Ltd. PL 7-3988 
250 W. 57 St., NYC 19 

any size, repro quality or quantities 


Loren Smith DO 2-4919 
50? Sensome St., San Francisco, Cal. 
reproduction qual ity or quantity 

Van Camp Color Corporation PL 5-5866 
480 Lexington Ave. NYC 

Jack Ward Color Service, Inc. MU 7-1396 


202 E. 44 St., NYC 17 


167. dye transfer prints, giant 


Rik Shaw Associates, Ltd. PL 7-3988 
250 W. 57 St., NYC 19 

168. Ektacolor 
Acorn Color Laboratory Cl 7-2260 


168 W. 46, NYC 36 

if you're thinking of C-type call us up 

Bebel! & Bebell Color Laboratories WA 4-8573 
108 W. 24 St. NYC 11 

processing negatives and positives 
Berry and Homer 

233 N. 12 St., Phila. 7, Pa. 
transparencies and prints, any size 
Color Corporation of America 

43 West 61 St. NYC 

The Quality Color Service to the Trade 
Joe Snyder, President 

Gifford Color Lab TR 2-0091 
525 Bishop St., N.W., Atlanta 13, Ga. 
controlled quality 

Norman Kurshan Inc. Color Service JU 6-0035 
8 W 56 St. NYC 19 

Kurshon & Lang Color Service MU 7-2595 
10 E. 46th St. N.Y.C.17 

a complete photographic color service 


LO 3-6776 


JU 2-4355 


Ralph Marks Color Labs EL 5-6740 
344 E. 49 St. NYC 17 
Robert H. Murray & Associates JA 5-8818 


1101 Lee Hwy., Arlington 9, Va. 

photography, transparencies, type C prints 
Rik Shaw Associates, Ltd. PL 7-3988 
250 W. 57 St., NYC 19 

prints or transparencies 


169. Ektachrome processing 


Bebell & Bebell Color Laboratories WA 4-8573 
108 W. 24 St. NYC 11 

perfect processing with nitrogen agitation 
Berry and Homer LO 3-6776 
233 N. 12 St., Phila. 7, Pa. 


35mm to 8x10, automatic process control 


Cl 7-7377 


Robert Crandall! Associates, Inc. 
58 W 47 St NYC 36 
our quality is Crandall color 
Gifford Color Lab TR 2-009) 
525 Bishop St., N.W., Atlanta 13, Ga. 
wt & sheet film 

lorman Kureben pe Color Service JU 6-0035 


W 56 St 

Kurshan & Lang Color Service MU 7-2595 
10 E. 46th St. N.Y.C. 17 

a complete photographic color service 

Rapid Colorprint Co. CH 5-2193 
216 S. Central Ave., Glendale 4, Calif. 


custom only — high speed processing 


Jack Ward Color Service, Inc. MU 7-1396 
202 E. 44 St., NYC 17 
Way's Standard Viewers LE 2-0030 


Chappaqua, N.Y. 
for correct viewing of color transparencies 


170. enlargements 


American Blueprint Co. Inc. PL 1-2240 
7 East 47 St. NYC 17 

Ariz. Photographic Assoc., Inc. AL 86551 
1330 N 21 Av., Phoenix, Ariz. 

Berry and Homer LO 3-6776 


233 N. 12 St., Phila. 7, Pa. 

B & Wand color-toned upto 54x140 in one piece 
Color Corporation of America JU 2-4355 
43 West 61 St. NYC 

The Quality Color Service to the Trade 

Joe Snyder, President 

Robert H. Murray & Associates JA 5-8818 
1101 Lee Hwy., Arlington 9, Va. 

quality prints, transparencies, murals 
National Studios JU 2-1926 
145 W. 45 St., NYC 
Pavelle Laboratories, Inc. 
16 E 42 St., NYC 17 

Rik Shaw Associates, Ltd. 
250 W. 57 St., NYC 19 
quality as well as quantity 


171. Flexichrome 


Color Corporation of America 
43 West 61 St. NYC 

The Quality Color Service to the Trade 
Joe Snyder, President 

Robert Crandall Associates, Inc. Cl 7-7377 
58 W 47 St NYC 36 

our quality is Crandall color 

Norman Kurshan Inc. Color Service JU 6-0035 
8 W 56 St. NYC 19 

Kurshan & Lang Color Service MU 7-2595 
10 E. 46th St. N.Y.C. 17 

a complete photographic color service 


MU 2-5665 
PL 7-3988 


JU 2-4355 


Robert H. Murray & Associates JA 5-8818 
1101 Lee Hwy., Arlington 9, Va. 

mats or fully colored up to 3x4 feet 

Loren Smith DO 2-4919 


509 Sansome St., San Francisco, Cal. 
special shooting for Flexichrome prints 


Tech Photo Labs. MU 3-5052 
14 East 39th St., N.Y.C. 

flexichromeprint service-24 hr. 

Way's Standard Viewers LE 2-0030 


Chappaqua, N.Y. 
for correct viewing of color transparencies 
172. montage 


Rik Shaw Associates, Ltd. 
250 W 57 St., NYC 19 
direct or thru art 


PL 7-3988 


173. mural color transparencies 


Bebell & Bebell Color Laboratories WA 4-8573 
108 W. 24 St. NYC 11 


Ansco or Eastman Negative-positive 





ow tl dar 














10 
| 















































at ease, men! 


The most amazing collection 
of old photographs of stage, 
screen and historical person- 
alities is at your command 


Call Murray Hill 4-5054 


) CULVER 
SERVICE 


660 First Ave., New York 16, N. Y. 


Ralph Manks Color Labs. 


e Dye Transfer 


e Type C 
e Colorstats @ 


Photographers — we'd like to show 
you the simply bee-utiful results 
we're getting on Kodak's Type C 
paper! 
344 East 49 








EL 5-6740 














ib irving berlin 


ARTISTS’ & DRAWING MATERIALS 
719 Eighth Avenue * 
CIRCLE 6-6350 


New York 19, N.Y 








SCHOOL of VISUAL ARTS 


FORMERLY C&! ART SCHOOL 
LAYOUT, DESIGN, ILLUSTRATION, TV ART 
CARTOONING, TECHNICAL ILLUSTRATION 


Bite 
245 E. 23 ST., N.Y. 10, N.Y., MU 3-8397 


VETERANS, DAY & EVENING, CATALOG D 
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Berry and Homer 

233 N. 12 St., Phila. 7, Pa. 
Ektacolor any size 

Norman Kurshan Inc. Color Service 
8 W 56 St. NYC 19 

Robert H. Murray & Associates 
1101 Lee Hwy., Arlington 9, Va. 


seamless full color up to 40 x 72 inches 


Rapid Colorprint Co. 


216 S. Central Ave., Glendale 4, Calif. 


Rik Show Associates, Ltd. 
250 W. 57 St., NYC 19 
Loren Smith 


509 Sansome St., San Francisco, Cal. 


two day service — sizes to 30x40 


174. photocomposin 


Peterson Color Laboratory, Ine. 


149 W 54 St. NYC 19 


Dye Transfer & graphic Arts Separations 


Real Typographers, Inc. 

239 W. 39th St., NYC 18 

a complete service of uncompromis 
Westcott & Thomson, Inc. 

1027 Arch St., Phila., 5, Pa. 


175. photo murals 


American Blueprint Co. Inc. 

7 East 47 St. NYC 17 

Ariz. Photographic Assoc., Inc. 
1330 N 21 Av., Phoenix, Ariz. 
Berry and Homer 

233 N. 12 St., Phila. 7, Pa. 


any size and mounting, B&W and direct color 


Coler Corporation of America 
43 West 61 St. NYC 


The Quality Color Service to the Trade 


Joe Snyder, President 
Robert H. Murray & Associates 
1101 Lee Hwy., Arlington 9, Va. 


quality murals for exhibits and displays 


Pavelle Laboratories, Inc. 
16 E 42 St., NYC 17 
Rapid Colorprint Co. 


2165S. Central Ave., Glendale 4, Calif. 


dye transfer 
Rik Shaw Associates, Ltd. 
250 W. 57 St., NYC 19 


any size, montages, also color 


176. reproportioning 


Photo-Lettering, Inc. 
216 E 45 St. NYC 17 
Westcott & Thomson, Inc. 


1027 Arch St., Phila 5, Pa. 


177. screened veloxes 


Gussin-Radin Studios, Inc. 
220 W 42 St. NYC 19 
Metrotone Prints, Inc. 

80 Madison Ave. NYC 16 


America’s largest producers of screened prints 
9 


178. slides 


Admaster Prints, Inc. 

1168 6th Ave. NYC 19° 

American Blueprint Co. Inc. 

7 East 47 St. NYC 17 

Bebell & Bebel! Color Laboratories 
108 W. 24 St. NYC 11 


from art or transparencies, Ansco or Kodak 


Berry and Homer 
233 N. 12 St., Phila. 7, Pa. 


all standard sizes, glass and film, b&W color 


February 1957 


MU 3-8510-11 


LO 3-6776 


JU 6-0035 
JA 5-8818 


CH 5-2193 


PL 7-3988 
DO 2-4919 


9 
Cl 7-1747 


LA 4-3631 


ing quality 
WA 2-6570 


PL 1-2240 
AL 8-6551 
LO 3-6776 


JU 2-4355 


JA 5-8818 


MU 2-5665 
CH 5-2193 


PL 7-3988 


MU 2-2346 
WA 2-6570 


WI 7-7352 


JU 2-139%6 
PL 1-2240 


WA 4-8573 
LO 3-6776 





343 LEXINGTON AVE.,N. Y.C. 
MURRAY HILL 6-2068 
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Norman Kurshan Inc. Color Service JU 6-0035 
8W 56 St. NYC 19 

Kurshan & Lang Color Service MU 7-2595 
10 E. 46th St. N.Y.C. 17 

a complete photographic color service 

Robert H. Murray & Associates JA 5-8818 
1101 Lee Hwy., Arlington 9, Va. 

color & b/w, 35mm, standard, viewgraph, TV 
National Studios JU 2-1926 
145 W. 45 St., NYC 


Pavelle Laboratories, Inc. MU 2-5665 
10 E 42 St., NYC 17 
Rapid Colorprint Co. CH 5-2193 


216 S. Central Ave., Glendale 4, Calif. 
35mm to 11x14 color 

Rik Shaw Associates, Ltd. PL 7-3988 
250 W. 57 St., NYC 19 


every size, black and white or color 


Jack Ward Color Service, Inc. MU 7-1396 
202 E. 44 St., NYC 17 
Westcott & Thomson, Inc. WA 2-6570 
1027 Arch St., Phila. 5, Pa. 

179. strip-ups 
Color Corporation of America JU 2-4355 


43 West 61 St. NYC 
The Quality Color Service to the Trade 
Joe Snyder, President 


Robert Crandall! Associates, Inc. Cl 7-7377 
58 W 47 St NYC 36 

our quality is Crandall color 

Gussin-Radin Studios, Inc. WI 7-7352 
220 W 42 St. NYC 19 

Kurshon & Lang Color Service MU.7-2595 


10 E. 46th St. N.Y.C. 17 
a complete photographic color service 


Ralph Marks Color Labs EL 5-6740 
344 E 49 St. NYC 17 
Peterson Color Laboratory, Inc. Cl 7-1747 


149 W 54 St., NYC 19 

The Height of quality in Dye Transfer 
Westcott & Thomson, Inc. WA 2-6570 
1027 Arch St., Phila. 5, Pa. 


180. 35mm negs. & positives 


Berry and Homer LO 3-6776 
233 N. 12 St., Phila. 7, Pa. 


standard perforated fine grain neg. & pos. 


Pavelle Laboratories, Inc. MU 2-5665 
16 E 42 St., NYC 17 
Westcott & Thomson, Inc. WA 2-6570 


1027 Arch St., Phila. 5, Pa. 


181. transparencies 
American Blueprint Co. Inc. PL 1-2240 
7 East 47 St. NYC 17 
Bebell & Bebell Color Laboratories 
108 W. 24 St. NYC 11 WA 4-8573 
from art or transparencies, sizes to 40 x 80 


Horry M. Collins . UL 6-1896 
229 E. 38th St., Brookhyn 3, NY “ 
Color Corporation of America JU 2-4355 


43 West 61 St. NYC 
The Quality Color Service to the Trade 
Joe Snyder, President 

Robert Crandall Associates, Inc. Cl 7-7377 
58 W 47 St NYC 36 

our quality is Crandall color 

Norman Kurshan Inc. Color Service JU 6-0035 
8 W 56 St. NYC 19 

Kurshan & Lang Color Service MU 7-2595 
10 E. 46th St. N.Y.C. 17 

a complete photographic color service 

Robert H. Murray & Associates JA 5-8818 
1101 Lee Hwy., Arlington 9, Va. 
line, continuous tone, color, b/w 


112 





National Studios JU 2-1926 


145 W. 45 St., NYC 


Pavelle Laboratories, Inc. MU 2-5665 
16 E 42St., NYC 17 
Rapid Colorprint Co. CH 5-2193 


216 S. Central Ave., Glendale 4, Calif. 
35mm to 40 x 90 color 


Rik Shaw Associates, Ltd. PL 7-3988 
250 W. 57 St., NYC 19 

any size, from transparency to art 

Jack Ward Color Service, Inc. MU 7-1396 
202 E. 44 St., NYC 17 

Way’s Standard Viewers LE 2-0030 


Chappaqua, N.Y. 

for correct viewing of color transparencies 
182. transparency art 

Robert Crandall Associates, Inc. Cl 7-7377 

58 W 47 St NYC 36 

our quality is Crandall color 

Norman Kurshan Inc. Color Service JU 60035 

8 W 56 St. NYC 19 

Kurshan & Lang Color Service 

10 E 46 St NYC 17 


a complete photographic color service 
183. type ‘‘C’’ prints 


Robert Crandall Associates, Inc. 
58 W 47 St. NYC 36 

Harry C. Decker 

404 4th Avenue NYC 

Norman Kurshan Inc. Color Service JU 6-0035 
8 W 56 St. NYC 19 


MU 7-2595 


Cl 7-7377 
MU 5-4295 


Kurshan & Lang Color Service MU 7-2595 
10 E. 46 St. NYC 17 

Ralph Marks Color Labs EL 5-6740 
344 E 49 St. NYC 17 

Peterson Color Laboratory, Inc. Cl 7-1747 
149 W 54 St. NYC 19 

Sidney H. Siegel, Co. Inc. DE 7-7840 
161 E Grand, Chicago 11, Ill. 

Jack Ward Color Service, Inc. MU 7-1396 


202 E. 44 St. NYC 17 
184. varicolor prints 


American Blueprint Co. Inc. PL 1-2240 


7 East 47 St. NYC 17 
185. viewgraph slides 


Admaster Prints, Inc. JU 2-1396 
1168 6th Ave., NYC 
American Blueprint Co. Inc. PL 1-2240 


7 East 47 St. NYC 17 

Bebel! & Bebell Color Laboratories 
108 W. 24 St. NYC 11 W 
5x5,5x7, 7x7, 

8x10, 10x10 (same for Visualcast) 
Norman Kurshan Inc. Color Service JU 6-0035 
8 W 56 St. NYC 19 

Kurshon & Lang Color Service 
10 E. 46th St. N.Y.C. 17 


a complete photographic color service 


A 4-8573 


MU 7-2595 


National Studios JU 2-1926 
145 W. 45 St., NYC 
Rapid Colorprint Co. CH 5-2193 


216 S. Central Ave., Glendale 4, Calif. 
chromastat trans. from art 
Rik Shaw Associates, Ltd. PL 7-3988 
250 W. 57 St., NYC 19 

black and white, fullcolor, all masks 


COPY PRINTS 


186. color film strips 


Norman Kurshan Inc. Color Service JU 60035 
8 W 56 St. NYC 19 


National Studios JU 2-192¢ 
145 W. 45 St., NYC 

Rapid Colorprint Co. CH 5-219: 
2165S. Central Ave., Glendale 4, Calif. 
single or double frame from art 
Rik Shaw Associates, Ltd. 
250 W. 57 St., NYC 19 


masters and fine duplicates 


PL 7-398 


187. colorstats 


Bebell & Bebell Color Laboratories 

108 W 24 St. NYC 11 WA 4-8573 
6-hour service available, layout size to 40x80 
Color Corporation of America JU 2-4355 
43 West 61 St. NYC 

The Quality Color Service to the Trade 

Joe Snyder, President 

Norman Kurshan Inc. Color Service JU 6-0035 
8 W 56 St. NYC 19 


Ralph Marks Color Labs EL 5-6740 
344 E. 49 St. NYC 17 
Rapid Colorprint Co. CH 5-2193 


216S. Central Ave., Glendale 4, Calif. 
chromstat, the original 

Rik Shaw Associates, Ltd. 

250 W. 57 St., NYC 19 

any size, from transparency or art 


PL 7-3988 


188. copy prints 


Norman Kurshan Inc. Color Service JU 6-0035 
8 W 56 St. NYC 19 

Robert H. Murray & Associates 
1101 Lee Hwy., Arlington 9, Va. 
copies? — our clients use them as originals 


JA 5-8818 


Pavelle Laboratories, Inc. MU 2-5665 
16 E 42 St., NYC 17 
Rik Shaw Associates, Ltd. PL 7-3988 
250 W. 57 St., NYC 19 
all sizes up to 20”" x 24”. 
189. ozalids 

American Blueprint Co. Inc. PL 1-2240 
7 East 47 St. NYC 17 

190. ozachromes 
American Blueprint Co. Inc. PL 1-2240 
7 East 47 St. NYC 17 

191. photostats 
Admaster Prints, Inc. JU 2-1396 
1168 6th Ave., NYC 19 
American Blueprint Co. Inc. PL 1-2240 
7 East 47 St. NYC 17 
F.A. Russo, Inc. PL 5-4700 
30 Rockefeller Plaza, NYC 
F.A. Russo, Inc. PL 5-4700 
60 E. 42 St. NYC 
F.A. Russo, Inc. PL 5-4700 
485 Madison Ave. NYC 
F.A. Russo, Inc. PL 5-4700 


230 Park Ave. NYC 


192. photostats on acetate, in 
opaque black or white 


Admaster Prints, Inc. JU 2-1396 
1168 6th Ave. NYC 19 
. American Blueprint Co. Inc. PL 1-2240 


7 East 47 St. NYC 17 
193. visualcast slides 


PL 1-2240 


American Blueprint Co. Inc. 


7 East 47 St. NYC 17 
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tational Studios JU 2-1926 
15 W. 45 St., NYC 

Rapid Colorprint Co. CH 5-2193 
216 S. Central Ave., Glendale 4, Calif. 

Rik Shaw Associotes, Ltd. PL 7-3988 
250 W. 57 St., NYC 19 

black and white, full color, all masks 


GRAPHIC ARTS 


194. acetate proofing 
Empire State Craftsmen, Inc. GR 7-3375 
115 E 23 St. NYC 
Day/Night Service-finest repros & acetates 
Leader Typesetting Company HO 5-8988 
1236 Sherman Ave., Evanston, Illinois 
lino-hand-lud low- re pros- broach 


Real Typographers, Inc. LA 4-3631 


-239 W. 39th St., NYC 18 


a complete service of uncompromising quality 


195. advertising presentations 


Rik Shaw Associates, Ltd. PL 7-3988 
250 W. 57 St., NYC 19 
Westcott & Thomson, Inc. WA 2-6570 
1027 Arch St., Phila., 5, Pa. 

196. ad pre-prints 
Encore Litho, Inc. AL 4-3502 


52 E 19St., NYC 3 
4 color process from your chromes, art, $350 


197. bindery 


Belford Bindery PL 7-5950 
317 W. 47 St. NYC 36 
Brewer-Cantelmo Co., Inc. MU 5-1200 


116 E. 27 St. NYC 16 

Sloves Mechanical Binding Co., Inc. 

601 W. 26 St. NYC 1 AL 5-2552 
J.F. Tapley Co. ST 4-8570 
32-00 Skillman Ave., LIC 1, N.Y. 


198. display manufacturers 


Bliss Display Corp. EX 2-3890 
37-21 32 St., Long Island City, NY 
Einson-Freeman Co. Inc. RA 9-8900 


Starr & Bordens Ave. Long Island City, NY 
Gibraltar Corrugated Paper Co., Display Div. 


3 Entin Rd., Clifton, N.J. GR 1-1450 
Ivel Corporation IL 7-2002 
96-20 43 Ave., Corona, N.Y. 

Lansky Display Corp. SP 7-5212 


194 Green St. NYC 12 
199. electros 


Atlantic Electrotype & Stereotype Co. 

228 E. 45 St. NYC 17 VA 6-0900 
Flower Stee! Electrotype Co.Inc. LO 3-3126 
461 Eighth Avenue, NYC 1 

electros, mats, flowertypes, plastic plates 


Reilly Electrotype U 6-6350 
305 E. 45 St. NYC 
Westcott & Thomson, Inc. WA 2-6570 
1027 Arch St., Phila., 5, Pa. 

200. equipment 
Statmaster Corp. OX 7-9241 


19 W 44 St. NYC 
A do-it-yourself enlarging & reducing 
**Stat’’—Camera (reproduction quality) 


201. gravure plates 


Intaglio Service Corporation PL 1-1130 
305 East 46 St. NYC 17 
International Color Gravure Cl 5-8750 
39 W 60 St. NYC 

202. labels 
Ever Ready Label Corporation PL 1-3040 
10 E. 49 St. NYC 
Allen Hollander Co. inc. MO 5-1818 
385 Gerard Ave., Bronx, N.Y. 
Munro & Harford WA 5-9915 


480 Canal St., NYC 13 


203. letter services 
Letterguide Company 2-6413 
Box 99, Lincoln 9, Nebraska 
lettering direct for dupl., & offset, masters 


204. lithography 


A & F Printing Service, inc. 
114 West 27 St. NYC 1 
letter press printers & lithographers 

Abrend Associates Inc. PL 1-0312 
601 Madison Ave. NYC 22 

concept to complete sales builders 
Colortone Press 

2412-24 17 St., N.W., Wash. 9, D.C. 
multi-color press equipment 

Encore Litho, Inc. 

52 E 19St., NYC 3 

the finest 4 c.p.; low cost; 100 to 1 million 


AL 5-2646 


DU 7-6800 


AL 4-3502 


Kindred, MacLean & Co. ST 4-7212 
43-01 22nd St., Long Island City 1, NY 
Letterguide Company 2-6413 


Box 99, Lincoln 9, Nebraska 

clean, sharp lettering, direct & photo 
Lithographic Information Bureau BR 9-4878 
33 W. 42nd St., NYC 36 


planning for efficient use of process 


New York Lithographing Corp. GR 7-6100 
52 E. 19 St. NYC 3 
Process Lithographers Inc. AL 5-0040 
175 Varick St. NYC 14 
Westcott & Thomson, Inc. WA 2-6570 
1027 Arch St., Phila. 5, Pa. 

205. paper dealers 
H.P. Andrews Paper Co. WO 6-2100 
7-11 Laight St., NYC 13 
Cross Siclare & Sons Inc. AL 4-9760 
207 Thompson St., NYC 
Marquardt & Co. Inc. CA 6-4563 
155 Spring St., NYC 12 
Royal Paper Corporation WA 4-3400 


11th Ave. at 25 St. NYC 


206. photoengraving 


Horan Engraving Co. Inc. MU 9-8585 
44 W 28 St. NYC 

Intaglio Service Corporation PL 1-1130 
305 East 46 St. NYC 17 

Gravure and Packaging engravers 
Peerless-Hill inc. AL 5-3939 
180 Varick St. NYC 14 

Pioneer-Moss Inc. LO 4-2640 


“460 W. 34 St. NYC 1 
207. photogelatin printing 


Frederick Photogelatine Press Inc. LO 3-3340 
438 W 37 St., NYC 
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New York Gravure Corp. MU 4-7730 
305 E. 45 St. NYC 
Ullman Gravure, inc. HY 7-3700 
319 McKibbin St., Bklyn 6, NY 

208. printers, letterpress 
Arrow Press Inc. Cl 66890 
636 11 Ave., NYC 
Davis, Delaney, Inc. MU 5-2500 
141 E. 25 St NYC 
Isaac Goldman Co. Cl 6-1240 
636 11 Ave., NYC 
Pace Press Cl 68100 
636 Eleventh Ave. NYC 36 
letterpress & offset 
William C. Popper & Co. CA 6-4450 


148 Lafayette St. NYC 13 

Roto, Web, & comic books for industry 
Poster-Krome Full Color Printing AL 2-0107 
3401 W. Division St., Chicago 51, Ill. 

low cost letter press & plates to ‘the trade 


209. rotogravure 
CO 7-318) 


Alco Gravure 
9th & Monroe Sts., Hoboken, N.J. 


210. silk screen printers 


Jaysee Display Adv. Inc. OR 5-7280 
12 E. 12 St., NYC 3 
Letterguide Company 2-6413 


Box 99, Lincoln 9, Nebraska 

clean sharp lettering, cut-direct & photo 
Masta Displays Inc. CH 2-3717 
230 W 17 St. NYC 


211. stationery — business 


R.O.H. Hill, Ine. CA 6-6340 
270 Lafayette St. NYC 12 
212. tags 

Rothchild Printing Co. OR 7-5150 
52 E 19 St., NYC 
Standard Tag Co. WO 2-3296 
65 Duane St., NYC 

213. type direction 
Tony Cooper, Inc. PL 8-1510 
147 E. 50 St. NYC 
typographic layout & consultation 
Leader Typesetting Company HO 5-8988 


1236 Sherman Ave., Evanston, Illinois 
publications 

Real Typographers, Inc. 
239 W. 39th St., NYC 18 
acomplete service of uncompromising quality 
Studio Roman FL 3-8133 
132-45 Avery Ave., Flushing NY 

imaginative high design books & brochures 
Westcott & Thomson, Inc. WA 2-6570 
1027 Arch St., Phila. 5, Pa. 


LA 4-363] 


214. type foundry 


American Type Founders Co, Inc. RE 2-3259 
200 Elmora Ave., Elizabeth, N.J. 


Amsterdam Continental Types & Graphic 


Equipment, inc. SP 7-4980 
268 Fourth Ave. NYC 10 

specimens gladly furnished 

Bauer Alphabets Inc. OX 7-1797 
235 E 45 St. NYC 

Intertype Corporation MA 4-6600 


360 Furman St., Bklyn, N.Y. 
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Lanston Monotype Machine Co. LO 7-4616 


24 & Locust Sts., Philadelphia, Pa. 


Ludlow Typograph Co. LI 9-515] 
2032 Clybourn Ave., Chicago, Ill. 
Mergenthaler Linotype Co. UL 5-0300 
29 Ryerson St., Bklyn, N.Y. 

Westcott & Thomson, Inc. WA 2-6570 


107 Arch St., Phila., 5, Pa. 


215. typographers, hand 


Walter T. Armstrong, Inc. WA 2-2176 
35 N 10St. Phila 7, Pa. 
Arnold-Powers, Inc. WO 2-6066 


550 W. Lafayette Bivd., Detroit, Mich. 

Empire State Craftsmen, Inc. GR 7-3375 
115 E 23 St. NYC 

Day Night Service-finest repros & acetates 


Haber Typographers Inc. LO 5-1080 
115 W 29 St., NYC 
Hayes-Lochner, Inc. WH 4-6116 


160 East Illinois St., Chicago 11, Ill. 

Leader Typesetting Company HO 5-8988 
1236 Sherman Ave., Evanston, Illinois 

H.G. MeMennamin rep: Dorothy Colby 
470 Atlantic Ave., Boston, Mass. 
Real Typographers, Inc. 

239 W. 39th St., NYC 18 

a complete service of uncompromising quality 


LA 4-3631 


Runkle-Thompson-Kovats-inc. AN 3-0722 
650 W. Lake St., Chicago, III. 

Supreme Ad Service VA 60650 
228 E 45 St. NYC 

distinctive advertising typography 
Typographic Service, Inc. WA 2-2715 
1027 ArchSt., Phila. 7, Pa. 

George Willens & Co. WO 5-5555 
1548 Porter, Detroit 16, Mich. 

Westcott & Thomson, Inc. WA 2-6570 


1027 Arch St., Phila. 5, Pa. 


216. typographers, machine 


Allied Typographers inc. 
636 11 Ave. NYC 

Dawson Typographic Service 
293 West 39 St. NYC 

Empire State Craftsmen, inc. 
115 E 23 St NYC 

Day Night Service-finest repros & acetates 
Leader Typesetting Company HO 5-8988 
1236 Sherman Ave., Evanston, Illinois 


Cl 66940 
LO 4-6946 
GR 7-3375 


Rapid Typographers, Inc. MU 82445 
305 E 46 St. NYC 17 
Real Typographers, inc. LA 4-3631 


239 W. 39th St., NYC 18 
a complete service of uncompromising quality 


Skilset Typographers PL 7-2421 
250 W 54 St. NYC 
Westcott & Thomson, Inc. WA 2-6570 


1027 Arch St., Phila. 5, Pa. 


217. typography, old fashioned 
Empire State Craftsmen, Inc. GR 7-3375 
115 E 23 St. NYC 
Day/Night Service-finest repros & acetates 
Leader Typesetting Company HO 5-8988 
1236 Sherman Ave., Evanston, Illinois 
Rapid Typographers, inc. MU 8-2445 
305 E 46 St. NYC 17 


218. typography, photo 


Colortone Press DU 7-6800 
2412-24 17 St., N.W., Wash. 9, D.C. 


A complete service; 2 fotosetters & filmotype 
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EMPLOYMENT 


219. agencies 
Ad Employment Agency, Inc. BR 9-0750 
115 W 42 St. NYC 36 
professionally screened art & photo personnel 
Pat Allen Agency JU 2-4240 
22 W. 46 St. NYC 
Models, Actors, TV, Trade Shows, etc. 


Artist Guild Placement Service SU 7-3017 
162 E. Ohio St., Chicago, Ill. 
Artists & Copywriters Agency PL 3-5110 


9E 46St NYC 17 

advertising artists & copywriters exclusively 
Cavalier Personnel Agency BR 9-4646 
115 West 42 St. NYC 36 

for competent staff artists—call Geo. Sherman 


Central Registry MU 7-8550 
36 W 44 St. NYC 

Jobs Unlimited PL 3-4123 
16 E 50 St. NYC 22 

art and copy specialists 

Allan Kane Agency Cl 7-2588 


7W 46 St. NYC 36 

advertising/art personnel! specialist 

Walter A. Lowen MU 9-2630 
420 Lexington Ave., NYC 17 

Caroline Fleischer for top AD to Art trainee 


N.Y. State Employment Service OR 7-9100 
119 Fifth Avenue, NYC 

no fee charged to anyone 

Prestige Personnel Agcy BR 9-7725 
130 W 42 St. NYC 

Henry Price (Artists) Agency Cl 5-8228 


48 W 48 St., Suite 605, NYC 36 
art & production placements exclusively 


220. art representatives 
Hy Abbott OX 7-9690 
299 Madison Ave., NYC 17 
Susan Abbott — fashion artist 
Bob Caverley — men’s fashion illustration 
Gilbert Decker — women’s fashions 
Ann Olsen — children’s fashions 
Frank Paulin — women’s fashions 
Sandy Roth — fashion illustration 
Neville Sherk — women’s fashions 
Cartoon Art & Promotion. 
32 W 53 St., NYC 19 
Representing top magazine cartoonists 
Chenault Associates, Inc. PL 1-0095 
211 East 49 St. NYC 17 
Norman Baer, General |Ilustration 
Keith Ferris, Aeronautical |Ilustration 
John Hammer, Buildings 
Charles Hawes, General [Illustration 
Fred Hoertz, Marine Illustration 
Len Oehmen, General Illustration 
Arne Peterson, Still Life 
Carlos Richmond, Line Illustration 
William Sayles, Decorative [Illustration 
Ned Seidler, Industrial Illustration 
Art Sussman, Stylized Illustration 
Ed Sweet, Stylized Illustration 
Sam Wisnom, General Illustration 


PL 1-0064 


Irving E. Elfenbein MU 3-5688 
295 Madison Ave. NYC 17 
Jo Freeman PL 7-2460 


130 W 46 St. NYC 36 

See Publicity Graphics Associates Studio 
listing (category 222 in this Buyer’s Guide) 
Mildred Lehman MU 8-8620 
25 East 48 St. NYC 17 

Guido Castelli-women’s fashion illustration 
Elsie Litty-fashions, access. illustration 
Marianne Streit-stylized illustration 


Edward Lehman-interior & architectural illustr. 


Peter Violante-decorative & humorous illustr. 


Stephan Lion Inc. PL 9-3490 
145 E 52 St., NYC 22 

Walter Allner, designer 

Everett Barclay, automobiles 

Carol Blanchard, stylized fashion 
Bradford Boobis, product still life 
Donald Brun, posters 

Hans Erni, progressive illustration 
Ernest Fairhurst, fashion illustration 
Simon Greco, Stylized illustration 

Pete Hawley, fashion illustration 
Morgan Kane, advertising illustration 
Stan Klimely, illustrator 

Herbert Leupin, humorous posters 

Waiter Linsenmaier, natural history illus. 
Athos Menaboni, birds and wild-life 

Jean Pages, French atmospheric line 
Weimer Pursell, visual design, posters 
Paul Rabut, industrial, mood illustration 
Walter Richards, advertising illustration 
Bob Riger, Sports illustration 

Jean Van Saun, fashion illustration 
George Shawe, Men’s fashions 

Arthur Singer, natural history illustration 
Frank Soltesz, industrial illustration 


Estell Mandel RE 7-5062 
46 E 80 St. NYC 21 

Rahl Studios JU 6-0560 
45 W 45 St. NYC 

Cullen Rapp Studios PL 7-3920 


20 W 55 St. NYC 19 

Aurelius Battaglia-Decorative-Illust. 
S. Neil Fujita-De signer 

Saul Mandel-Decorative IIlust., posters 
Betty Maxey-Realistic illust. 

Dale Maxey-Decorative IIlust. 

Gordon Mellor-Semi Realistic Illust. 
John P. Miller-Decorative [Ilust. 

Art Seiden-Decorative Illust. 

Sid Sevell-Lettering 


Eric Simonsen Art Agency EL 5-4295+ 
527 Lexington Avenue, NYC 22 
Gilbert Sutton, Inc. MU 3-7525 


370 Lexington Ave. NYC 17 

Harold Baskin-design, mechanicals 

Frank Cecelin-studio director, lettering 
Robert Day-cartoons 

Ed Gressley, cartoons, design 

James Jordan, illustration 

Dom .Lupo-illustration 

Harry Mace-cartoons 

Gurney Miller-illustration 

Don Moss-illustration 

Harry O'Brien-art director 

Bud Parke- illustration 

Paul Webb-cartoons 

221. photographers representatives 
Hy Abbott OX 7-9690 
299 Madison Ave., NYC 17 

Gleb Derujinsky-fashion, beauty, mood 

Sal Ficalora MU 7-0356 
12 E. 42 St. NYC 17 

Toni Ficalora, still life, food, illus. 


Stephan Lion Inc. PL 9-3490 
145 E 52St. NYC 22 

Peter Dimitri 

Quartet Films, Inc. OL 3-4466 


8490 Melrose Av., Hollywood 46, Cal. 
Arthur Babbitt 

Stan Walsh 

Arnold Gillespie 

Paul Julian 

Reportage Photo Agency 

15 W 44 St. NYC 36 

Eric Simonsen Art Agency 

527 Lexington Avenue, NYC 22 
Syzdek, Photography 

118 E 59 St NYC 22 

Walter Villani, still life, illustration 


MU 7-7040 
EL 5-4295 
PL 5-3358 
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222 art studios 


advertising Promotions Inc. DE 2-7890 
201 N. Wells St., Chicago 6, Ill. 

Ahrend Associates Inc. PL 1-0312 
601 Madison Avenue, NYC 22 

ALFA Associates WA 2-3690 
910 Clinton St., Phila. 7, Pa. 

Art by Antal DU 2-9055 


9339 Joseph Ave., Allen Park, Mich. 


Art Masters JU 2-4182 
155 W 44 St NYC 36 

Baim-Omens Studios, Inc. MI 2-2289 
230 E. Ohio St., Chicago 11, Ill. 

Schreiner Bennett CE 6-4955 


Prudential Bldg.-Prudential Plaza and 
360 North Michigan Ave., Chicago 1, Ill. 


Berube-Salkin Studio PL 5-6815 
136 E. 57 St. NYC 22 

Boyan & Weatherly, Inc. PL 8-1110 
525 Lexington Ave., NYC 17 
Cassell-Watkins-Paul, Inc. GA 1-0932 


1006 Olive St., St. Louis 1, Missouri 


Alexander E. Chaite Studios, Inc. PL 7-313] 
35 W 56 St. NYC 

Chenault Associates, Inc. PL 1-0095 
211 East 49 St. NYC 17 

Charles E. Cooper, inc. WH 8-7738 
11 Holland Ave. White Plains, NY 

136 E. 57 St. NYC 22 PL 3-6880 
Creative Arts Studio, Inc. RE 7-7152 
814 H. St. N.W., Wash. 1, D.C. 

Elgin Davis Studios, Inc. DU 9-3138 
2861 W 7St., Los Angeles, Calif. 

Designers Three JU 2-5083 
115 West 46 St. NYC 

Diamond Art Studio MU 3-1418 
292 Madison Ave., NYC 17 

Charles F. Dreyer PL 9-7880 
480 Lexington Ave., NYC 17 MO 7-3780 
Edstan Studio Cl 6-6781 
75 W 45 St. NYC 36 

Feldkamp-Malloy, Inc. AN 3-0633 
185 N. Wabash Ave. Chi. 1, Ill. 

Fenga & Donderi, Inc. EL 5-7155 
40 E 49 St., NYC 17 

Jon Fetko PI 5-5038 


6419 Lawndale Ave., Philadelphia 11, Pa. 
G-B-H Art Studios Inc. FR 4-3680 
2200 N. Third St., Milwaukee 12, Wisc. 


Glanzman-Parker Studios PL 8-0434 
5 E 47St. NYC 

Howard T. Glasser LO 4-5133 
110 W 40 St. NYC 18 

Stanley Glaubach WA 9-3359 
48 W 20 St. NYC 

Stanley Goldstein WO 2-2845 
154 Nassau St. NYC 

Graber-Mann Assoc. Cl 7-1124 
1776 Broadway NYC 

Graphicenter MU 4-2836 
58 Park Ave., NYC 16 

Gussin-Radin Studios, Inc. WI 7-7352 
220 W 42 St. NYC 19 

Stephen Haas Studio JU 67528 
117 W. 48 St. NYC 

John Higgs Studios, Inc. BR 1-8353 


1050 Empire Bldg., Milwaukee, Wisc. 


Roy Horton Studios PL 3-4914 
145 E 52 St. NYC 22 
The Jefferson Co. Inc. PL 8-2455 


424 Madison Ave., NYC 17 


creative 


* 


design 
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direct mail 
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illustration 


* 


layout 


* 


lettering 


mechanicals 


* 


packaging 


* 


posters 


* 


presentations 


* 


retouching 


a 


service 
TV art 


* 





sales prom. literature 


idea art and/or printing 
ideas, annual reports, 
three dimensional 

illust. for scientific 
publications physica}, 
medical, surgical, natural 
sciences 


P.O.P. displays-catalogs 


comprehensive illustrations 


color retouching 


folders, brochures, 
booklets, annual reports. 


animation 


sales & institutional 
promotion 

catalogs 

trade marks, techn. 
illus., topigraphs 
slides, flips, telops 
collateral 


creative planning for 
catalogs, reports 
experimental 


slide films 


calligraphy 


editorial-design to finish 
a fresh approach to 


moving merchandise 


folders, brochures, 
record covers 


books, folders & 
annual reports 





Johnstone & Cushing LE 2-1980 
292 Madison Ave. NYC 17 

KGA Ine. EL 5-1530 
10 E 49 St. NYC 

Kleb Studio Cl 62847-8-9 
3 W. 46, NYC 36 

Fred Kleinbardt Studios PL 5-3526 
145 E 52 St. NYC 

Kling Studios DE 7-0400 


601 N. Fairbanks Court, Chicago, Ill. 

Ralph F. Kecher Advertising Art GR 5-1008 
1236 Sherman, Evanston, Illinois 

Merlin Krupp Studios FE 9-5517 
513 Northwestern Fed.Bidg.,Minneapolis 3, 


Minn. 

LaDriere Studios WO 5-0360 
1700 Cadillac Tower, Detroit, Mich. 
Lithergraphic Advertising CO 5-5537 
18 West 55 St., NYC 19 

Logan, Cox & Carey DO 2-6307 


381 Bush St. San Francisco 4, Calif. 


McNamara Brothers WO 1-9190 
Penobscot Bldg., Detroit, Mich. 
The Meggs Studio NO 1-3191 


4526 Hollywood Bivd.,Los Angeles 27,Calif. 


Dan C. Miller JU 61962 
75 W 45 St. NYC 

Charles W. North Studios MU 6-5740 
381 Fourth Ave., NYC 16 

Pahimer & Littmann, Inc. MU 7-2237 
47 W. 44 St., NYC 36 

Phoenix Studies, Inc. WO 1-9450 


9th Floor, Francis Palms Bidg.,Detroit 1,Mich. 
Pitt Studios MA 1-7600 
4029 Bigelow Bivd., Pittsburgh, Pa. 
Playhouse Pictures WE 8-2326 
749 N. Highland Ave. Hollywood 38, hye 


Preduetion Studio A 4-6552 
4 W 40 St. NYC 

Publicity Graphics Associates PL 7-2460 
130 W 46 St NYC 36 

Cullen Rapp Studios PL 7-3920 
20 W 55 St. NYC 19 

Mel Richman Studios, Inc. LO 7-7600 
2009 Chestnut St., Philadelphia Pa. 
Rosenthal & Liebert Studios MU 6-0032 
114 E 32 St., NYC 16 

Lester Rossin Associates, Inc. MU 3-9729 
369 Lexington Avenue NYC 

Horace Sadowsky & Associates NE 9-2818 


59-26 Woodside Ave., Woodside 77, N.Y. 


Sanford Associates MU 6-2068 
343 Lexington Avenue 

Rudolph Schaefer, Inc. WI 7-1281 
251 W. 42 St., NYC 36 

Schiavone Studio PL 5-9821 
145 E 45 St. NYC 

Shapiro Studios LA 4-3588 
284 5th Ave., NYC 1 
Stephens-Biondi-DeCicco Inc. WH 4-3340 
230 E. Ohio St., Chicago, Ill. 

Studio Roman é FL 3-8133 
132-45 Avery Ave., Flushing, NY 

John Henry Topp, inc. PL 94710 
136 E. 57 St. NYC 22 

Tosco Studios MU 7-2172 
41 East 42 St. NYC 

Vogue-Wright Studios, Chi MO 4-5600 
469 E. Ohio St., Chicago 11, Ill. 

W.A. Displays, Inc. HI 5-4700 


580 Jefferson Rd., Rochester 18, NY 


Westcott & Thomson, Inc. WA 2-6570 
1027 Arch St., Phila. 5, Pa. 
Whitaker-Guernsey Studio WH 4-6809 
444 East Ontario St., Chicago 11, Ill. 
Williamson Associotes, Inc. HI 5-4700 


580 Jefferson Rd., Rochester 18, N.Y. 
Hal Zamboni & Associates MU 3-4837 
107 East 38 St NYC 16 


creative 


a - 


—_ 


design 


direct mail 


* 7 


7 


illustration 


layout 


* 


* 


lettering 


* * 


* 


mechanicals 


+ * 


* 


packaging 


posters 


. 


* 


presentations 


. * 


- 


retouching 


service 
TV art 


comic strips & 
cartoons 

a sales promotion 
service 
photography 


specializing in a 
design service 
television & slide films 


Bourges Tech. & 
Architectural art 
annual reports 


folders and brochures 


decorative, industrial 


specialists in television 
art 


animated TV 
commercials 
complete preparation 
service 

annual reports, 
technical data books 


architectural rendering, 
catalogs, point-of-sale 


QUE ENS AND LONG 
ISLAND ONLY 


a complete art service 
annual reports and 
brochures 

a complete art service 
fashion (men’s and 


women’s), ind’l, 
interiors, spots 


cartoon, annual reports 


general art service 


. displays & exhibits 


complete service 


folders and annual 
reports 






Pr Psy 










































223. photo studios 


ALFA Associates WA 2-3690 
910 Clinton St., Phila. 7, Pa. 

Ariz. Photographic Assoc.,Inc. AL 8-6551 
1330 N 21 Ave., Phoenix, Ariz. 

Wesley Bowman Studio Inc. CE 6-0233 


360 N. Michigan Ave., Chicago 1, Ill. 

Robert Buchbinder Studio MI 2-3998 
159 E. Chicago Ave., Chicago 11, Ill. 

Joe Clark, H.B.S.S. TU 3-3912 
20 Bartlett at Woodward, Detroit 3, Mich. 


Charles E. Cooper, Inc. WH 87738 
11 Holland Ave. White Plains, NY 

136 E 57 St NYC 22 PL 3-6880 
Corry Cl 6-6184 
2 W 47 St. NYC 

G.M. Craven AT 2-0303 
P.O. Box 55, Athens, Ohio 

F.A, Demarest PE 6-0191 
1] W. 42 St., NYC 36 

Henry Dravneek Associates MU 3-5048 
152 E 40 St. NYC 16 

Eastern Studios PL 7-5090 
120 W 50 St. NYC 

Feldkamp-Malloy, Inc. AN 3-0633 
185 N. Wabash Ave., Chic. 1, Ill. 

Toni Ficalora MU 7-0356 
12 E 42 St. NYC 17 

Walter Florezak ED 5-9556 


560 Noble Avenue, Bridgeport 8, Conn. 
Galovan Associates, Photographers F/ 5-067] 
343 No. Rose St., Kalamazoo, Mich. 


Gussin-Radin Studios, Inc. WI 7-7352 
220 W 42 St. NYC 19 
Willard Hatch Photography GL 2-9917 


1001 West Yakima Ave., Yakima, Wash. 
Robert C. Hoffner Studios MA 1-8442 
425 Caxton Bidg., Cleveland 15, Ohio 


John Joyce, Inc. PL 81815 
480 Lexington Ave., NYC 17 

Geech Kravalle Studio CO 5-6713 
130 West 57 St., NYC 19 

Fredric Lewis MU 2-7134 
36 W. 44 St. NYC 36 

Mercer Photographs YU 6-6646 


129 Sacramento St., San Francisco 11, Calif. 
John Meredith OL 5-8076 
951 N.La Cienega Blvd., Hollywood 46, Calif. 


Robert H. Murray & Associates JA 5-8818 
1101 Lee Hwy., Arlington 9, Va. 

Dan Owen, Commercial Photography 3-918] 
224 Cedar St., Syracuse, NY 

PR Pictures, Inc. TR 1-6757 


6555 Oakland Ave., Detroit 2, Mich. 
Quartet Films, Inc. OL 3-4466 
8490 Melrose Ave., Hollywood 46, Cal. 


George Miles Ryan Studios, Inc. FE 5-8864 
10S. 7th St., Minneapolis 2, Minn. 

Lee Salsbery Studios ST 3-1377 
137 F Street N.W., Wash. 1, D.C. 

Walter Sarff JU 66085 
3 West 46 St., NYC 36 

Sarra, Ine. MU 8-0085 
OO E 56 St. NYC 

Slegfried/Darsey Studio WE 3-9078 


(332 San Vicente Blvd., LA 48, Cal. 


syzdek, Photography PL 53358 
18 East 59 St. NYC 22 

inited Press Studios PE 68500 
61 8 Ave., NYC 1 

/anguard Photography HO 2-6664 


507 North Cahuenga Blvd.,Hollywood 28, 


calif. 

/ogue-Wright Studios, Chi MO 4-5600 
169 E. Ohio St., Chicago 11, Ill. 

Yeco Studio MY 5-1864 


4 E. 39h St., N.Y.C. 16 


children 


* 


* 


fashion 
food 


-_ 


illustration 


7 


industrial 


* 


interiors 


7 


location 


motion pictures | 


product 


reportage 


* 


slide films 
























































still-life 


TV 


—_ 






experimental, strobe 


experimental 


illustrative and 
magazine photography 
aerial 


specializing in ad- 
vertising photography 
architectural 


specializing in product 
& still life 
dye transfer 


catalogue in b/w, 
color 
stock 


color and exhibit 
services 
aerial 


automobile publicity 


animation 


specializing in 
Washington, D.C. 
assignments 


circus 


travel trailer for 
western locations 


architectural, 
publicity 







flexichrome 








INDEX OF LISTEES 


A 
A & F Printing Service Inc. 204 
Abbott, Hy 220, 221 
Abbott, Susan 220 (Hy Abbott) 
Abend, Chester Joshua 1, 31, 38 


Acorn Color Laboratory 

Ad Employment Agency, Inc. 
Admaster Prints, Inc. 120, 178, 185, 191, a 
Advertising Promotions, Inc. 

Ahrend Associates Inc. 2, 4, 9, 14, 204, Er 


164, 166, 168 
219 


Alber, Howard 2, 31 
Alco Gravure 209 
Allen, Frederick E. 2, 9, 13, 14, 24, 26, 29 
Allen, Pat, Agency 219 
ALFA Associates 222, 223 


Allied Typographers Inc. 216 
Allner, Walter 220 (Stephan Lion) 
American Blueprint Co. Inc. 
120, 157, 164, 170, 175, 178, 
181, 184, 185, 189, 190, 191, 
192, 193 
American Museum of Photograph 
123, 125, 130, 143, 155 
American Type Founders Co. Inc. 214 
Ames, Archer, Associates 
96, 98, 99, 100, 102, 103, 
05, 106 
Amplo, Nicholas 31, 36 
Amsterdam Continental Types & Graphic 


Equipment Co. 214 
Andersen, Raymond 84 
H.P. Andrews Paper Co. 205 
Antal, Art by 222 
Apkarian, Paul K. 86, 89 


Ariz. Photographic Assoc., Inc. 
123, 125, 129, 130, 135, 137, 138 
139, 141, 143, 144, 147, 149, 150 
153, 155, 162, 166, 170, 175, 223 
Arrow Press Inc. 208 


Art Direction 2 
Art Masters 100, 101, 103, 104, 105, 106,107 

222 
Armstrong, Walter T. Inc. 215 
Arnold-Powers, Inc. 215 
Artist Guild Placement Service 219 
Artists & Copywriters Agency 219 
Atlantic Electrotype & Stereotype Co. 199 


Babbitt, Arthur 
Baer, Norman 


221 (Quartet Films) 


220 (Chenault Associates Inc.) 
Baim-Omens Studios, Inc. 222 
Barclay, Everett 220 (Stephan Lion) 
Barschel, Hans J. 152 
Baskin, Harold 220 (Gilbert Sutton Inc.) 
Bauer Alphabets Inc. 214 
Bebell & Bebell Color Labs. 
158, 162, 164, 165, 166, 168, 169 


173, 178, 181, 185, 187 
Beeber, Herman 6 


Belford Bindery 197 

Schreiner Bennett 222 

Benney, Robert 4, 6, 22, 66 

Berlin, Irving 7 
Berry and Homer 

120, 143, 162, 165, 168, 169 

170, 173, 175, 178, 180 


118 


Berube - Salkin Studio 222 
Bettmann Archive 53, 56, 67, 74, 79 

144, 155 
Blanchard, Carol 220 (Stephan Lion) 
Bliss Display Corp. 198 
Bolian, Poll 62, 74 
Boobis, Bradford 220 (Stephan Lion) 


Boris, Georgette , 57, 61 

Bourges Color Corp. 7, 10, 16, 37 
Bowman, Wesley, Studio Inc. 

128, 130, 132, 133, 137, 147 

154, 156, 223 


Boyan & Weatherly, Inc. 222 
Brewer-Cantelmo Co. Inc. 197 
Brown, Arthur & Bros. 7 


Brown, Sylvester 

2, 4, 8, 9, 14, 20, 31, 36, 39 
Brun, Donald 220 (Stephan Lion) 
Buchbinder, Robert, Studio 223 
Burgess, Joseph 30, 49 


C 


Cartoon Art & Promotion 


13, 19, 220 
Cartoon Workshop 13 


Cassell, Watkins-Paul, Inc. 61, 80, 222 
Castelli, Guido 220 (Mildred Lehman) 
Casterlin, Harry L. 2,6 


Cavalier Personnel Agency 
Caverley, Bob 
Cecelin, Frank 
Cello-Tak 


219 

220 (Hy Abbott) 
220 (Gilbert Sutton ‘inc.) 
90 


Central Registry 219 
Chaite, Alexander E. Studios, Inc. 222 

Chandoha, Walter 124, 127, 129, 144, 155 
Chase, Robert G. 22, 49, 72 
Chenault Associates, Inc. 220, 222 


137, 142, 223 


Clark, Joe H.B.S.S. 
135, 181 


Collins, Harry M. 

Color Corporation of America 
16, 20, 21, 34, 98, 100, 104, 108, 112 
129, 143, 146, 161, 162, 163, 164, 165 
166, 168, 170, 171, 175, 179, 181, 187 


Colortone Press 204, 218 
Conley, Frank 27, 29, 31, 46, 85, 86, 89 
Conti, Albert J. 26 
Cooper, Charles E. Inc. 222, 223 
Cooper, Tony, Inc. 2, 6, 9, 14, 26, 213 
Corry 223 
Costanzo, Fred J. 23 
Craftint Mfg. Co. 7 
The Craftint Mfg. Co. of NY 7 


Crandall, Robert, Associates, Inc. 
96, 98, 100, 104, 108, 158, 161 
164, 165, 166, 169, 171, 179, 181 
182, 18 


Craven, G.M. 138, 141, 223 

Creative Arts Studio, Inc. 222 

Cross County Art Center 7 

Cross Siclare & Sons Inc. 205 
D 

Davidson, R.J. 59, 120, 121 

Davis, Delaney, Inc. 208 


Davis, Eldon 7, 135 
Davis, Elgin Studios, Inc. 222 
Davis-Ganes 96, 98, 100, 108 
Dawson Typographic Service 216 


Day, Robert (Gilbert Sutton Inc.)220 


Dean, David Color Laboratories,Inc. 162, 165 
Decker, Gilbert 220 (Hy Abbott) 
Decker, Harry C. 160, 166, 183 
Demarest, F.A. 223 
Dember, Sol 
Derujinsky, Gleb 
Designers Three 
Devaney, A., Inc. 155 
Diamond Art Studio 
2, 3, 4, 6, 9, 10, 11, 13, 14, 15, 16, 18, 19 
20, 24, 25, 26, 27, 28, 29, 31, 32, 33, 36, 37 
42, 43, 46, 48, 52, 59, 65, 66, 68, 70, 71, 74 
75, 78, 84, 86, 89, 95, 101, 103, 105, 106 
107, 110, 111, 115, 121, 122, 222 
Dimitri, Peter 221 (Stephan Lion) 
Dixon, John 2 
Dohanos, Stevan 4, 22, 80 
Donovan, Jere 4, 15, 28 
Dravneek, Henry, Associates 223 
Dreyer, Charles F. 
3, 6, 12, 20, 21, 28, 29, 31, 38, 42, 43 


51, 81 
221 (Hy Abbott) 
222 


46, 47, 64, 66, 73, 84, 88, 150, 222 
Duke, Robert R. 45 
E 

Eastern Studios 223 
Edstan Studio 222 
Einson-Freeman Co. Inc. 198 
Elfenbein, Irving E. 220 
Elli-Art Retouch 3, 95, 97, 99, 100, 101 
103, 106 


Empire State Craftsmen, Inc. 
194, 215, 216, 217 


Encore Litho, Inc. 162, 163, 196, 204 


Erni, Hans 220 ‘Stephan — 
Ever Ready Label Corporation 202 
F 

Faber Pencil Company, Eberhard 7 
Fairhurst, Ernest 220 (Stephan Lion) 
Federal Graphics 15, 28 
Feldkamp-Malloy, Inc. 222, 223 
Felton, E.C. 2 
Fenga & Donderi, Inc. 222 


Ferris, Keith 220 (Chenault Associates Inc.) 
Fetko, Jon 2, 9, 1S; 29, BH, 100, 2 
Fiammenghi, Gio 59 
Ficalora, Toni 209, 221, 223 (Sal Ficalora) 

Ficalora, Sal 221 
Filmotype Corporation 92 


The Flax Company 7 
Fleischer, Henry 15, 84, 88 
Flexo-Lettering Co. 85, 92, 157 


Florezak, Walter 

125, 129, 130, 138, 147, 223 
Flower Steel Electrotype Co. Inc. 199 
Foster, Bernard, L.L.B. 137 


The Fotoflex Co. 92, 157 
Fredrick Photogelatine Press Inc. 207 
Freeman, Jo 220 
Friedman, A.|. Inc. 7 
Friedman, Estelle, Associates 108 
Friedrichs, E.H. & A.C. Co. 7 
G 
G-B-H Art Studios Inc. 222 
Galovan Associates, Photographers 223 
Geer, Charles 8 
George, Peter Art Service Inc. 102, 103 
Gibraltar Corrugated Paper Co. 198 
Gifford Color Lab 168, 169 


Gillespie, Arnold 
Glanzman- Parker Studios 
Giasser, Howard T. 222 


221 (Quartet Films) 
222 


Glaubach, Stanley 222 
Glenney, B. Auten 22, 66 
Glueck Cartoons 13 
Gnaegy, Phillip M. 26 
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oldmann, Isaac Co. 208 
Coldman, Neal Associates, Inc. 20, 21, 31, 38 


oldsmith, Simon 36, 37, 43, 89 
oldstein, Stanley 222 
Goodkin, M.P., Co. 7 
Goorevitz, Michael 2 
Gorham John A. 2 
(.raber-Mann Assoc. 222 


Graphicenter 2, 4, 9, 14, 20, 24, 31, 34, 222 
raphic Design, Inc./Beeber 

2, 4, 9, 14, 15, 28, 31, 33 

37, 39, 70, 84 


Greco, Simon 220 (Stephan Lion) 
Greer, Lester H., Inc. 3, 28, 42, 51, 70, 73 
Gressley, Ed 220 (Gilbert Sutton Inc.) 
Griffin, Arthur 129 


Gussin-Radin Studios, Inc. 
89, 96, 97, 98, 99, 100, 101 
103, 104, 105, 106, 129, 133 
135, 137, 138, 139, 141, 147 
154, 166, 177, 179, 222, 223 


Hy 


Haas, Stephen Studio 222 
Haber Typographers Inc. 215 
Hainlin Studio 130, 138, 141, 159 
Hallgarten, Marie Helene 14, 17, 24 


Hammer, John 220 (Chenault Associates Inc.) 
Harrower, M. Colletta 84 
Hatch, Willard 223 
Hawes, Charles 

220 (Chenault Associates Inc.) 


Hawley, Pete 220 (Stephan Lion) 
Hayes-Lochner, inc. 215 
Hemsath, Louis H. 23 
Henschel, John & Co. Inc. 7 
Herman, J.J. 89 
Hersh-Mastro Studios Inc. 98, 99, 100, 103, 

104, 105 
Herzog III, Chas. 13, 62 
Higgs, John, Studios, Inc. 222 
R.O.H. Hill, Inc. 211 
Hill, Vince 98, 100 
Hirsch, “Davo’’ 12 


Hoertz, Fred 220 (Chenault Associates Inc.) 
Hoffner, Robert C., Studios 129,135, 137, 138 


141, 223 
Hollander, Allen, Co. Inc. 202 
Hollingsworth, Alvin 8, 13, 39 
Honos, Michael 130, 138 
Horan Engraving Co. Inc. 206 
Horner, Jack 166 


Horton, Roy Studios 
25, 29, 31, 46, 86, 89, 222 


Hoschander, Emanuel 93 
Hutton, William R., Assoc., Inc. 18 
l 
Ingersoll Studios 31 
Intaglio Service Corporation 201, 206 
International Color Gravure 201 
ntertype Corporation 214 
\vel Corporation 198 
livers, Bob 2, 59 
J 
Jacobi, Eli 8, 22. % 2 
Jaiken, Max 108 
Jaysee Display Adv. Inc. 210 
The Jefferson Co. Inc. 222 
Jobs Unlimited 219 
Johnstone & Cushing 13, 18, 19, 40, 222 
Jordan, James 220 (Gilbert Sutton Inc.) 
Joyce, John, Inc. 223 
Julian, Poul 221 (Quartet Films) 
Junker, Bruno - 4, 28, 51, 70, 72 














The Original French 


CAMERA 
LUCIDA 


TWO MODELS 


The “Universal” with 12 lenses, in velvet 
lined case at ccccccccccccc che Dee 


The “Designer” with 8 lenses at $45.00 


Accurate, practical, precision instruments 
with a wide range of lenses, telescopic slide 
tube construction. Permits the smallest re- 
ductions with complete clarity. Simple to 


c= operate. 
; Like all good things the French Camera 


Lucida is often imitated ... but never dupli- 
cated. Be sure it's the original — the 
French! 
At most good art shops. 
U. S. DISTRIBUTORS 


THE MORILLA COMPANY 


NEW YORK 10, N. Y. © LOS ANGELES 5, CALIF 








ARTISTS + COPYWRITERS AGENCY 


is the advertising 
new artists 
employment and 


agency copywriters S k= 
for exclusively 


9 east 46 street - new york 17 - telephone: plaza 3-5110 





CALL FL 3-8133 


Sintte brow Felvevect-el 


Russell Newton Roman 
Sylwia Roman 


OUR 12 CLASSIFIED 
LISTINGS IN THIS ISSUE 
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PHOTOGRAPHY «> 


® BLACK & WHITE ~ 
© EXKTACHROME ‘€ 2 
@ FLEXICHROME 











. . . S, 
VELOXES Mer i . 
i e 
line, halftone, ee oe * ee 
highlight, combination, 
55, 60, 85, 100, 
110, 120 line screens 
COPY PRINTS 
PHOTOSTATS OUR NEW ADDRESS 
pe ae 142 Greene Street, New York City 
FILM POSITIVES CAnal 6-8440 * 
COLOR FILTERING ° 
* 
BLOW-UPS 
a 
FILMOTYPE LETTERING e 
B&W FROM EKTACHROMES * 
a 
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Kane, Morgan 220 (Stephan Lion) 
Kane, Allan 219 
Kenna, Gilbert 130, 145, 154 
KGA Inc. 222 
Kindred, MacLean & Co. 204 
Kirkel, Stephen B 6] 
Kleb Studio 222 
Kleinbardt, Fred 222 
Klimely, Stan 220 (Stephan Lion) 
Kling Studios 222 


Kocher, Ralph F. Advertising Art 
2, 5, 9, 13, 16, 26, 29, 38 
5, 106, 107, 222 


Koehler, Karl 6, 23, 31 
Kogan, Barry 26 
Korn, Louis E. 6, 113, 151 
Kravelle, Geech, Studio 223 
Krupp, Merlin, Studios 222 
Kruetzfeldt, Pauline W. 23, 63 
Krylon, Inc. 7 


Kurshan, Norman Inc. Color Service 
112, 146, 158, 160, 161, 162, 163, 164 
165, 166, 168, 169, 171, 173, 178, 181 
182, 183, 185, 186, 187, 188 
Kurshan & Lang Color Service, 
152, 160, 161, 162, 163, 164, 165, 166 
168, 169, 171, 178, 179, 181, 182, 183, 185 


L 


LaDriere Studios 222 
Lansky Display Corporation 198 
Lanston Monotype Machine Co. 214 
Lauber, George 96, 99, 100, 101, 103, 104 
Lauf, Walter 43, 59, 64, 65, 77, 110 
Lawny John A. 43, 48, 58, 120 
Leader Typesetting ag 

194, 213, 215, 216, 217 


Lehman, Edward 220 (Mi ‘Idred Lehman) 
Lehman, Mildred 220 
Leibow, Dorothe Cavanagh 61 
Leschin, Samuel 26, 89 


Letterguide Company 26, 86, 88, 89, 115, 116 
117, 122, 203, 204, 210 
Lettering Inc. 92 


Leupin, Herbert (Stephan Lion) 220 
Leviton, Jay B. 129, 130, 138, 150 
Lewis, Fredric 22 

Linsenmaier, Walter 220 (Stephan Lion) 
Lion, Stephan, Inc. 220, 221 
Litergraphic Advertising 222 
Lithographic Information Bureau 204 
Litty, Elsie 220 (Lehman, Mildred) 
Logan, Cox & Carey 222 
Long, Donna 31 
Lowen, Walter A. 219 
Lowther, Phil 6, 20, 21, 34 
Ludlow Typograph Co. 214 
Lupo, Dom 220 (Gilbert Sutton Inc.) 

“ 

Mace, Harry 220 (Gilbert Sutton Inc.) 
Mack, S. Miller 21 


MacNaught, Victor J.K. 13,57, 59, 62, 111 
Magun, Harry L. 92 
Mandel, Estelle 3, 4, 8, 9, 22, 23, 28, 30 
32, 33, 35, 36, 39, 43, 48, 49, 52, 54, 55 

57, 58, 59, 62, 66, 67, 72, 78, 80, 81 


83, 220 

Markman, Charles J. 59 
Marks, Ralph, Color Labs 161, 164, 166, 168 
, 183, 187 

Marquardt & Co. Inc. 205 
Marty’s Artists Supplies 7 
Marx, Milton 65, 89, 120, 122 
Masta Displays Inc. 210 
Maurer, Sascha 36, 49 
Mayer, Joseph Co. 7 
Mayorga, Gabriel 119 
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se me 
da yore aaa 
-_ national studios 
' 
serving all 
your television needs 
1 graphic arts / hot press / enlargements / flip cards 
color and black and white slides / rp’s / telops / original photography / crawls 
station id file / mailing facilities 
145 west 45th street, new york 36, n.y., JUdson 2-1926....7....8.... 
Medina, Mildred 108 New York Gravure Corp. 207 Philadelphia Art Supply Co. 7 
The Meggs Studio 2,222 New York Lithographing Corp. 204 Phoenix Studios, Inc. 222 
Menaboni, Athos 220 (Stephan Lion) N.Y. State Employment Service 219 Photo-lettering, Inc. 85, 92, 94, 122, 176 
{ Mercer Photographs 223 Nichols, Jeannettie D. 22, 30, 49, 72 Pilpel, Edith 9, 23 
, Meredith, John 223 ~=Niederlitz, Lloyd 2, 23,31 Pinson, Paul 13 
Mergenthaler Linotype Co. 214 +Niles, Fred A. Productions, Inc. 113. Pioneer-Moss Inc. 206 
Metrotone Prints, Inc. 177. Nilson, Nils 13 Pitt Studios 222 
Metzger, John J. 6  Noppe, Al 100 ~— Pix Inc. 
Metzig, William 9, 25, 27, 31, 46, 87 North, Charles W. Studios 222 129, 137, 138, 144, 145, 149, 150, 155 
Michaels, Harry, Associates 6, 52 Playhouse Pictures 109, 121, 222 
Miller, Dan C. 222 0 Pointer, Ed 2, 26, 27 
F Miller, Gurriey 220 (Gilbert Sutton Inc.) Popper, William C. & Co. 208 
Miltenberger, Art 100 O’Brien, Harry 220 (Gilbert Sutton Inc.) Poppet Glue Pen 1 
Minnick, James 9,31  Oehmen, Len 220 (Chenault Associates Inc.) Poster-Krome Full Color Printing 208 
; Morris, E. Denton 103. Olsen, Ann 220 (Hy Abbott) Prestige Personnel Agcy 219 
Moss, Don 220 (Gilbert Sutton Inc.) Owen, Dan, Commer’! Photog. 223 Price, Henry, Agency 219 
Munro & Harford 202 Prisma-Scope Laboratories 7 
Murphy, Kevin 135 u Process Lithographers Inc. 204 
— on a & Associates Production Studio 222 
, 129, 131, 132, 135, 137, 138, 139, 141 F : Prop Service 118, 148 
| 147, 164, 165; 166, 168, 170, 171, 173, 175 Bete panes ine 508 Prout, George 66 
178, 181, 188, 223 paces, Jean 220 (Stephon Lion) Publicity Graphic Associates 220, 222 
M Pahmer & Littmenn, lnc. 222 Pursell, Weimer 220 (Stephan Lion) 
c Paiette Color Service 17 Purviance, Henry C. 62 
tcLaughlin, Dottie 126, 127, 128, 141 parte Bad” 270 (Gilbert Sutton Inc.) Q 
ic Laughlin, Herb 129, 130, 141 Paste-Ups Unlimited 29 
cLaughlin, Tom (Mac’) 3 Mudie Peak 220 (Hy Abbott) Quartet Films, Inc. 221, 223 
| \cMahon, Frank J. Studio 2, 89 Pavelle Laboratories, Inc. 
) cMennamin, H.G. 215 159, 162, 165, 166, 170, 175 R 
cNamara Brothers 222 178, 180, 181, 188 , 
Pearlstein, Natalie 15, 74 Rabut, Paul 220 (Stephan Lion) 
N Peerless-Hill Inc. 206 Rafn, Robert K. 86 
Perkins, Enid Eder 87 Rahl Studios 220 








aidich, Murray 2, 4, 9, 14, 21, 31, 39 
ational Studios 

109, 110, 114, 120, 122, 152, 159, 162 

170, 178, 181, 185, 186, 193 

earnorth Guild 7 


Peterson, Arne 
220 (Chenault Associates Inc.) 
Peterson Color Laboratory, Inc. 
163, 164, 165, 166 
174, 179, 183 


' Direction / The Magazine of Creative Advertising / February 1957 


Rapid Colorprint Co. 
112, 120, 146, 162, 164, 165, 166 
169, 173, 175, 178, 181, 185, 186, 187, 193 


Rapid Typographers, Inc. 92, 216, 217 
Rapp, Cullen Studios 206, 208, 220, 222 
121 
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61 
“74, 194, 213, 215, 216 


Razo, Rudy 
Real Typographers, Inc 


Reilly Electrotype 
Reportage Photo Agency 
Richards, Walter 
Richman, Mel, Studios Inc. 
Richmond, Carlos 

220 (Chenault Associates Inc.) 
Riger, Bob 


0 (Stephan Lion) 
Roberts, H. Armstrong 155 
Roche Photography 136 
Romett, Alex 87, 89 
Rosenfeld, Doris 128, 135, 140, 145 
Rosenthal & Liebert Studios 222 


199 
144, 155, 2 
220 (Stephan Lion) 
222 


Rossin, Lester, Associates, Inc. 222 

Roth, Sandy 220 (Hy Abbott) 
Rothchild Printing Co. 212 
Royal Paper Corporation 205 
Runkle-Thompson-Kovats-Inc. 215 


Russell, Gordon 6 


Russo, F.A., Inc. 191 

Ryan, Geo. Miles Studios Inc. 223 
S$ 

S.S. Artist Materials Inc. 7 

Saco, Ken 2, 31 

Sadowsky, Horace, & Assoc. 222 


Salsbery, Lee, Studios 
Samerjan, George 


223 
2, 6, 22, 31, 66 
22 


Sanford Associates 2 
Sandford, Lloyd 52 
Sarff, Walter 223 
Sarra, Inc. 223 
Sayles, William 

220 (Chenault Associates Inc.) 
Scala 1 
Schaefer, Rudolf, Inc. 222 
Schiavone Studio 222 
Schneider, Bill 4} 
Schulman, Robert 
Schwartz, Ear 32 
Sedmak, Milan 35, 103 


Seidler, Ned 220 (Chenault Associates inc. ) 
Shapiro Studios 222 
50, 58 


Shaub, Jody & Paul 

Shaw, Rik, Associates, Ltd. 
111, 114, 120, 121, 129, 143, 146, 152, 153 
159, 162, 164, 165, 166, 167, 168, 170, 172 
173, 175, 178, 181, 185, 186, 187, 188, 4 


220 (Stephan Lion) 


Shawe, George 
220 (Hy Abbott) 
183 


Sherk, Neville 
Siege|, Sidney H. Co. Inc. 


Siegfried/Dorsey Studio 137, 223 
Simonsen, Eric Art Agency 220, 221 
Singer, Arthur 220 (Stephan Lion) 
Singleton, James L. 2 
Skilset Typographers 216 
Skilton, Thomas 123 
Sloves Mechanical Binding Co. Inc. 197 


129, 134, 135, 147, 162, 164 
166, 171, 173 

59, 110 

35 

5, 2, 2, G, 71, 22 
220 (Stephan Lion) 
212 


200 


Smith, Loren 


Smith, Samuel Lee 
Snyder, Corydon G. 
Snyder, Seymour 
Soltesz, Frank 
Standard Tag Co. 
Statmaster Corp. 
Stephens-Biondi-DeCicco Inc. 222 
The Stik-A-Letter Co. 7, 89, 90, 94, 115, 122 
Strang, John 155 
Streit, Marianne 220 (Mildred Lehman) 


Studio Roman 4, 6, 8, 9, 13, 24, 39, 52, 59 
69, 213, 222 
Sullivan, Kathi 61 


Summers, James R. 32, 43, 46, 48, 52, 57, 58 
59, 60, 62, 81, 82 
215 








FLEXICHROME 


VZE 


SERVICE 
DEPENDABILITY 
UNLIMITED PRINT SIZE 


SAVE TIME WITH 
THE RIGHT PRINT 


TECH PHOTO LABS. 


> MU 3-5052 


14 EAST 39th ST. N.Y.C 












2 WANDY GUIDES 


C149 


Spe 
SUN-TESTED 


VELVA-GLO 


Veiva- Gio x 


COLOR SELECTOR... 
takes guesswork out 
of specifying fluo- 
rescent color for 
your silk screen dis- 
plays and painted 
bulletins. 

COLOR CARD...con- 
tains samples and 
suggestions for using Velva-Glo flu- 
orescent papers and cardboards. 


Write for yours TODAY 
RADIANT COLOR co. 


830 Isabella St., Oakland 7, Calif. 











Manufacturers of VE LVA-G LO° 


Fluorescent Papers » Cardboards 
Screen Colors + Bulletin Colors 


Signcloth 11 





























Here it is! The New Giant size 16 oz. can of 
ACROLITE CRYSTAL CLEAR spray that's 
“Mild Odored” for permanent protection of 
artwork, layouts and wet type proofs. Acro- 
lite stays clear forever—is available in 6 oz. 
: and 12 oz. sizes too. 


For pastel, charcoal or pencil sketches ACRO- 
LITE MATTE FIXATIVE protects with a real 
matte finish that can be worked over in all 





mediums without affecting delicate shades. 

(Also sold in 3 sizes). Ask your art dealer 
for “GENUINE ACROLITE”. You'll be glad 
you did! For free literature write—Graphic 
Arts Div. ACROLITE PRODUCTS INC., West 
Orange, N. J. 


| : 
S | —- FAIRGATE’S 
) 


i DRAMATICALLY CONSTRUCTS ANY 
| PERFECT ELLIPSE UP TO 3 FEET! 


i —~, 
l I~ 











<<” 
WITH ATTACHMENTS 


} ‘ AND INSTRUCTIONS 
’ $4.95 


USED ON NUMEROUS MATERIALS BY ALL 
CRAFTSMEN.... ARTISTS, DESIGNERS, 
ENGINEERS, SIGNMEN, ETC. 








| 
|| USED TO LAY OUT ANY CIRCLE UP TO 36” 
I ... AS T-SQUARE WITH MOVABLE HEAD 
. -AS RAISED EDGE STRIPER 

SEND FOR C/RCULAR 


FAIRGATE RULE CO., COLD SPRING 9, N.Y. 
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DESIGN»: 
Ruth Groomes, 
4 14 Bank Street, New York 14 
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Supreme Ad Service 
Sussman, Art 220 (Chenault Associates Inc.) 


Sutton, Gilbert, Inc. 220 
Swan Pencil Co. Inc. 7 
Sweet, Ed 220 (Chenault Associates Inc.) 
Switzer Brothers, Inc. 7 
Syzdek, Photography 221, 223 


T 
Tanzi, Lt. Alfred R. 76 
Tapley, J.F. Co. 197 
Taws, Henry H. Inc. 7 
Tech Photo Labs. 171 
Time-Saving Specialties 32, 91, 117 
Topp, John Henry, Inc. 222 
Torch Joseph 7 
Tosca Studios 222 
Typographic Service, Inc. 215 


U 


Ullman Gravure, Inc. 207 
Underwood & Underwood News Photos 
144, 155 
United Press Studios 223 
Vv 
Van Camp Color Corp. 166 


Van Ceulebroeck, Vic 26, 42, 65, 71, 73 
Van Saun, Jean 220 (Stephan Lion) 
Van Vort Studio 3, 14, 20, 29, 96, 97, 98, 99 

100, 101, 102, 103, 104, 105, 106 
Vanguard Photography 223 
Vegh, Steven Jr. 51, 62, 70, 73 
Villani, Walter 221 (Syzdek Photography) 
Violante, Peter 220 (Mildred Lehman) 


Vogue-Wright Studios 222, 223 
Ww 

WA. Displays, Inc. 222 

Walkoe, Don 9, 26, 33 

Walsh, Stan 221 (Quartet Films) 


Ward, Jack, Color Service, Inc. 
158, 162, 164, 165, 166 
169, 178, 181, 183 
Warshaw Collection of Business Americana 
44, 67, 118 
Way’s Standard Viewers 
98, 100, 108, 129, 161, 165, 169, 171, 181 


Webb, Pau! 220 (Gilbert Sutton Inc.) 
Weber, Barbara Lee 2, 26, 39 
Weber, F., & Co. 7 
Weco Studio 100, 223 
West, Richard 65, 68, 71 


Westcott & Thomson, Inc. 
14, 26, 29, 31, 33, 37 
116, 120, 121, 122, 174, 176 
178, 179, 180, 195, 199, 213 
214, 215, 216, 222 
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Whitaker-Guernsey Studio 222 
Wilcox, Elizabeth 128, 130 
Wildner Studios 100 
Willens, George & Co. 215 
Williamson Associates, Inc. 222 
Wills, William 61 
Wisnom, Sam 220 (Chenault Associates Inc.) 
Witt Bill 138 
Wood, A. Bernie 99 
XYZ 
Yakovenko, Margaret 31, 59 
Zamboni, Hal & Associates 222 
Zuckerberg, Stan” 81 
x 
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design 


A. F. ARNOLD 


creative consultation 
ANDY. PLANDING 


production 
JOE RUSSO 


PHOTOGRAPHY 
JERRY EHRLICH 


contact 


TOM WHITE 
NICK BOTTARI 
ED REILLY — 
BILL WHITE 


PLaza 8-1585 


145 east 52nd street 
new york, n. y. 
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stop that 


proroguing! 


As you probably know, “proro- 
guing” is the obsolete way of say- 
ing “procrastinating.” Not that 
we mean to imply that you’re 
either obsolete... or that you put 
off doing the really important 
things. Most art directors, unlike 
copywriters, are persistently 
prompt, courageous, trustworthy 
and so on. 

But for those few of you out 
there who recall that New Year 
pledge (sober or otherwise), about 
“trying a fresh new art studio.” 
NOW is the time. 

For you onward-and-upward 
types we have a studio in mind. 
Picture, if you will, a studio with 
all of the fine talent you expect 
and deserve . . . who do the job 
the way you want it. (We believe 
you’re the boss) 

Now think of your idea of serv- 
ice. Imagine someone who not 
only gets there on time (and so 
few do)... but has the job right! 
(Impossible? True!) 

Then add something extra. 
Think of the way you would run 
a studio if you weren’t giving 
your life’s blood and your soul to 
an agency. (And for what?) 

Now you’ve got the picture! 
Hold it! You’re thinking about 
JOHN HENRY TOPP, INC.- 
the fastest growing studio in New 
York. (And why not?) 

Now that you have the picture 

. . run to the nearest telephone 
(under that pile of layouts) and 
call PLaza 9-4710. Ask for John 
Henry, himself, if you like. 

We'll be delighted (and why 
not?) to send someone rocketing 
over to tell you what it’s all about 
...as if you didn’t know. 


That’s right .. . it’s 


ee OPP 
Henry Inc. 
Plaza 9-4710 + 136 East 57 Street 


124 








letters 


(continued from page 28) 


mercially, except, and this should be 
more strongly emphasized, where it 
serves civic effort or public interest! 

H. J. Barschel, 

Instructor, Advanced 

Advertising Design, 

Rochester Institute of Technology 


Primarily an agency... 


Thanks so much for mentioning Noyes 
& Sproul in your September issue. Un- 
der the title Medical promotion takes 
new direction, you said: “A pharma- 
ceutical research firm, Noyes & Sproul, 
reports...” 

We wonder, though, if you could cor- 
rect the impression that we are “a phar- 
maceutical research firm.” Noyes & 
Sproul, Inc., is primarily an_ ethical 
pharmaceutical advertising agency, and 
has been in business in this specialized 
field for twenty ycars. I believe we are 
one of the oldest firms to specialize in 
advertising in this area. 

In addition, we serve as public rela- 
tions counsel in the same field. We have 
also organized more than 100 clinical 
research projects. The latter, of course, 
is much more than “pharmaceutical re- 
search”—we work with physicians in 
various types of hospitals, sanatoria, 
clinics and other types of health care 
setups throughout the country in the 
necessary and time-consuming work of 
seeking scientific answers concerning the 
etiology and treatment of various disease 
entities. 


Dorothy Noyes 
Noyes & Sproul, Inc., N.Y.C. 


Agency creative research... 


At the Eastern Annual Conference of 
American Assn. of Advertising Agencies 
(November 27-28), meeting at the 
Roosevelt Hotel, one of the invited 
speakers was the well known photo- 
grapher, Richard Avedon. In one of 
the 7 workshop sessions, creative print 
and research, he spoke of the need for 
creative research within each agency, 
in which each agency would set aside a 
fund for developing new and more 
effective ways for graphic expression in 
their advertising for their clients. 

It is gratifying to have no less a figure 
than Richard Avedon agree with me on 
this thinking. May I quote from a letter 
to your publication,: in which I wrote 
on the same subject and which was pub- 
lished in your magazine in November 
1954: 

“I look forward to the time when 

opportunities of an unusual nature 


(continued on page 133) 












trade talk 


ART DIRECTORS py sateen Joan 


. Kepper. Sr., (..D 
at Mettee Studios) and his wife observ:d 
silver wedding anniversary by vacationing 
in LA and motoring from Mexico to Utah 
to see John, Jr.. in the army .. . Norm:n 
Och, AD of Waverly Press, is art editor of 
Current Medical Digest . . . CHICAGO: Al Z. 
Palmer, formerly with Y&R, now in Chicaco 
office of J. Walter Thompson .. . At Cun- 
ningham & Walsh—John Vollbrecht, creati.e 
director, formerly at McCann; Kenneth Tau- 
ber AD, formerly with Campbell-Mithun; 
Paul Kamman, art staffer, formerly with 
Needham, Louis & Brorby . . . Alan R. Segal 
from Bauer & Black to Elliot, Jaynes & 
Baruch . . . DETROIT: Robert D. Adams, 
from Simons-Michelson Co. to Stone and 
Simons . .. LOS ANGELES: Norman Schnidt- 
ke, formerly with Grant Advertising in De- 
troit, back home . . . NEW YORK: Ambrose 
J. Kennedy now senior AD at Lynn Baker. 
Left Lester Harrison, Inc. George 
D’Amico, who was AD and production mar. 
of Longines-Wittnauer, now ad mgr. Ethel 
Kleinman, his assistant, moved up to art 
production mgr. . . . New vp at Compton 
Advertising is Bob McDonnell, He is mar. 
of art dept... . James K. Maloney. now AD 
and supervisor at Foote, Cone & Belding, 
leaving same job at Donahue & Co.... 
From FC&B LA office to New York came 
ADs R. H. Millholland and G. H. Kirk- 
patrick . . . Calvin A. Roeder now vp in 
charge of art and production at Richard La 
Fond Advertising. He was with Erwin, 
Wasey & Co. as AD .. . William Strosahl. 
vp and creative director at William Esty 
named to the board of directors . . . Kurt 
Haiman directs art dept. at Jack Gilbert 
Associates. Was assoc. AD at Wilson, 
Haight, Welch & Grover’. . . The Salvatore 
Tortoras named their new son Louis William 
. . . Dominick Abusto now with Seklemian 
& North. Left Daniel & Charles . . . William 
Jacobson at Public Relations Graphics, a 
subsidiary of Ruder & Finn, Inc., the PR 
firm . . . Sam Willig back from Europe, 
the hospital, and Florida—in that order — 
and teaching at School of Visual Arts... 
His (and Jack and Robert Strimban’s) 
Camerage was used as full-color back cover 
on Dude magazine last month. Camerage is 
the new photography/design method which 
can produce mirage-like, imaginative work 
. . . Hermann Kessler celebrated 15th year 
as AD of Field and Stream . . . ADs “look- 
ing for something gnu” can find it at Alltame 
Animals Agency. 550 Fifth Ave., which offers 
all kinds of usual and unusual animals. 
Ruth Manecke answers inquiries at C] 7- 
2550 . . . WASHINGTON: James T. Rawls 
now AD of Air Force Magazine, recently 
renamed The Airmen. He was with Creative 
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o's Studio . . . Frank C. Huseman,. Jr., the 
fr-slance graphic designer, now AD at 
Hoary J. Kaufman & Associates . . . Calvin 
A. Roeder now vp at Richard La Fond 
Advertising, in charge of art and production 

Was AD at Erwin, Wasey & Co.... 


ART & DESIGN ATLANTA: Atlanta 


Paper Co. used 
prizewinning painting, Saturday Afternoon on 
Adams Street, by Artemis Jegart. Tallahas- 
see, Fla., as gift mailing. It was tops in the 
paper company’s third annual series paint- 
ing competition for leading southern artists 

BALTIMORE: George Culbertsons named 
their new baby girl Bonnie Lynne .. . Ted 
Butts, formerly with Harrison-Pitt Advertis- 
ing, now with Dodson Associate Studios 

. Dodson's Ray Sheffler now in the army 

. Bill Finkelstein opened new studios at 
2116 N. Charles St. . . . BOSTON: Asso- 
ciated Artists has incorporated. Was a part- 
nership. New officers—James J. Doherty, 
president; Davison M. Welch, vp and sales 
mor.; John J. Donovan, treasurer and gen- 
eral mgr. . . . BROOKLYN: Mrs. Eleanor 
Roosevelt presented citations to 6 students 
from Pratt. Their work was chosen the best 
representation for graphic statement of hu- 
man rights theme at the Exhibit for Human 
Rights, Carnegie Endowment International 
Center. .. . The six: Frederick H. Schwab, 
Marcia Nurnberg. Dale D. Sc>‘eappi. Robert 
L. Sperling, Kenyon M. Miers, Roger M. Zim- 
merman . . . Contemporaries Graphic Art 
Center has affilated with Pratt Institute. New 
title: Pratt-Contemporaries Graphic Art Cen- 
tre. Joint venture made possible by $50,000 
from Rockefeller Foundation to the Contem- 
poraries . . . Margret Lowengrund, director 
of the Contemporaries, and Fritz Eichenberg, 
chairman of Pratt's dept. of graphic arts and 
illustration, will codirect the new center... 
CANTON: Norman J. McMullen named vp 
of Old King Cole, Inc., design and mfg. or- 
janization of 3-D displays and specialties 

His hq will be in New York . . . CLEVE- 
LAND: Paintings from third international 
Hallmark Art Award competition to be at 
Cleveland Institute of Fine Arts later this 
month through March 16. DULUTH, 
MINN.: Commercial artist Louis S. Raymer, 

iffer at I.F.I. Advertising, placed fourth in 
national VEL-Home Modernizing Contest. 
ceived $1000 in materials and appliances 

. . KALAMAZOO, MICH.: James Mennick, 
w typographic designer at Sequoia Press, 
new member of Society of Typographic 
rts . . . LOS ANGELES: J. Chris Smith 
“esign Associates now at new studio, 8285 
nset Blvd. . . . Syd Burke moved to 4128 
ilshire Blvd., DU 3-7788 . . . Burton Block 
presenting David Stone Martin, Jim Jonson, 
ene. Holtan, Max Yavno, Hy Farber. Call 
J 8-9588 . . . Harry Diamonds drawings 
1 view at Erwin, Wasey . . . Fred Kopp’s 
terests extend to Mexico where he now 
1s an art studio with José Coro, formerly 
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with JWT and McCann. . . MINNEAPOLIS: 
New staffers at Kerker Peterson Hixon Hayes, 
Inc. include artists Paul L. Konsterlio, Mat- 
thew S. Ruddy. Jr. and Theodore J. Maltese 
MELBOURNE, AUSTRALIA: Arthur 
Leydin, member of the Australian Com- 
mercial and Industrial Artists Assn., has 
joined the Society of Typographic Arts... 
NEW YORK: Taxi Weekly, Inc. has a new 
poster division which will put 3 posters 
in each of 1000 cabs under contract .. . 
Total of assured readers per ad dollar 
monthly, says TW, is 1250 .. . The General 
Mills cookbook, 28-page color section of 
Coronet, was planned as both an integral 
part of the magazine and as a complete 
unit to be used later. Lifts out, has own 
binding and staples New graphic 
design and ad art company is Howard R. 
Markoff, 33 E. 65 St. . . . Bob McCall of 
Charles E. Cooper, Inc., did a series of 
paintings for a recent Life—on the Pearl 
Harbor story . . . CEC’s Bob Meyers built 
(for a model) and painted a 1000-pound 
bomb for True . . . John Drawbell of London 
learning the business in CEC’s bullpen... 
Karel Kezer, artist-designer, from Prague 
and Munich, now at Cooper ... The Hal 
Frencks (he’s an illustrator in CEC’s White 
Plains office) named their new daughter 
Leslie And the Dan .Prices’ boy is 
named Bradford . . Shapiro Studios, 
burned out of home, moved across the street 
to 284 Fifth Ave., LA 4-3588 . .. Flexo- 
Lettering now midtown for faster pick up 
and delivery. Now at 19 W. 44 St., OX 7- 
1940-1 . . . D. C. Smith, Inc. has appointed 
Paul Wrablica, Jr. director of industrial de- 
sign . . . Ray Avery of Donald Deskey 
Associates package design dept. designed 
logo for the new company monthly news- 
letter . . . London Studios, a complete art 
service, has been formed . at 251 W. 42 St., 
CH 4-0929 ... Principals are William Kozy 
and Stephen Reichart . . . Designeers, a new 
art studio, at 550 Fifth Ave., New York 36, 
PL 7-6454. They specialize in high design, 
prepare layouts, comps, art and mechanicals 
.. . Realist artist Edward Hopper, 74, made 
a recent Time cover . . . New York artist 
John Whetton Ehninger’s painting of the 
Yankee Peddler, done in 1853, is used in 
calendar promotion for Westvaco 
Printed on 100 and 70 pound Clear Spring 
Offset . . . Nicholas Amplo, designer, now 
with Frank Gianninoto & Associates .. . He 
was a free lancer and had worked with 
Eric Nietsche . . . The Alfred Henrys’ new 
baby girl was delivered by papa himself. 
Little Barbara just couldn't wait for the 
doctor .. . All three are doing well now... 
Ronan, Howard Associates moved from 
Brooklyn to 18 Buena Vista Ave., Spring 
Valley, N. Y. . . . Stephan Lion, art agents 
and service, doubled space by move to 
new quarters, 20 W. 43 St., LA 4-3858 ... 
Jules Golden, package designer, has moved 
to larger quarters at 70 E. 56 St., PL 3-9956 
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Will the client like 
your sketches? 

He will indeed, if you 
have created exciting 
layouts made with 
imported A.W.FABER- 
CASTELL pencils. 

For nearly two centuries 
the Masters have been 
depending on smooth, 
graphite-rich Castell— 
especially the superb 

soft degrees, HB to 8B. 


AWFABER G1 CASTELL 
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Many Pros go for 
CASTELL LOCKTITE holder 
with the gun-rifled 

clutch and imported 
CASTELL 9030 leads— 
the same leads that 

made CASTELL wood 
pencil famous. Why let 
pennies stand between 
you and perfection? 

Get CASTELL—today. 


A.W.FABER-CASTELL 
Pencil Co., Inc. 
Newark 3, N. J. 
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. . . Offers complete package design service 

. . Louls Davis, specialist in still life il- 
lustration, now at 48 W. 48 St., PL 7-7558 
. . . Society of Typographic Arts in Chicago 
held exhibit of New York designer Seymour 
Robins . . . Directors Art Institute now at 
190 BE. S56 MH... Edmund D. Collins now 
with art dept. at McCarty Co. Was with 
Hicks & Greist . . . Stewan Dohanos and 
Howard Wilcox received special citations 
for their work for United Community Cam- 
paigns Time’s publisher James A. 
Linen presented the awards . . Jonel 
Jorgulesco, art editor of Redbook, and Pat 
Boyd, former Redbook cover girl (now wife 
of Robert D. Buckalew. the vp of marketing 
at Roger & Gallet) held a reunion recently. 
She was Redbook's cover girl October 1944, 
and was once named Miss Rheingold . . . 
International Council at the Museum of 
Modern Art. Inc. has been formed to work 
out worldwide art exhibit exchange program 
. . . An interesting research program at the 
museum is that directed by Samuel G. 
Weiner, Rutgers University assistant pro- 
fessor of art. He’s studying children’s art 
and relationship between that and visual 
cliches and stereotypes .. . Norman Barr 
and Robert Blickenderfer have joined the 
staff at Archer Ames Associates, 16 E. 52 
St. . . . Print magazine has moved to 124 
E. 31 St... . Toby Moss at A. I. Friedman 
is New York correspondent for the STA 





Newsbulletin . . . Robert Goff. design direc- 
tor at McGraw-Hill, a new member of STA 
.. . Richard Dellalonga now at 49 W. 45 St., 
Penthouse, CI 7-1050. His general art studio 
does everything from visuals on ‘ 
PHILADELPHIA: Thomas D. Paff. who was 
N. W. Ayer art buyer, now with Ayer's 
plans-merchandising dept. . . . Charles K. 
Moorehead joined the layout staff at Ayer 
. . . He was with Wanamaker’s . . . ST. 
LOUIS: Saunders Schultz did a 6x12-ft. mural 
for First National Bank . . . Cassell, Watkins, 
Paul, Inc. now Cassel and Paul. Point of 
Sale, Inc. Roy J. Paul who was vp and 
treasurer in old company, now president 
of the new .. . Seigfried Reinhardt, chairman 
of the St. Louis Artists’ Guild exhibition 
committee, was in charge of the Fourth An- 
nual Christmas Card Competition for St. 
Louis area artists, sponsored by First Nation- 
al Bank. Winning design will be reproduced 
on bank's 1957 greeting card. SAN FRAN- 
CISCO: Industrial designer Walter Landor 
featured in recent Time and Fortune ads 
for Olin Mathieson Chemical Corp. . . . The 
corporation's campaign, by the way, points 
up growing importance of professional de- 
sign specialist in styling consumer products 
and packaging SYRACUSE, N. Y.: 
Syracuse University will hold its first 6- 
weeks summer art program for senior high 
school students beginning July 1. Program 
to be directed by George Vander Sluis, of 





the university's school of art . . . TOKYO 
Therese and Shozo Shimomura— she is c 
tv artist and newspaper columnist and he 
AD of a department store— would like tc 
correspond with American artists. Write 
45, 5 Chome Aoyama, Minamicho, Minatoka 
Tokyo, Japan. 


ACCOUNTS Where did Colgate-Palm. 


olive products go when re- 

signed by William Esty? Ted Bates & Co. 
added Fab and Palmolive Rapid-Shave to 
their already large share of Colgate busi- 
ness ... Carl S. Brown Co. gets Ve! Beauty 
Bar. Already has Colgate’s Halo... . Lennen 
& Newell added Vel powder and liquid 
products to their other Colgate product list 
. . Foote, Cone & Belding lost its Inter- 
national Latex business to Reach, Yates & 
Mattoon. RY&M becomes only domestic 
agency on Latex. Canadian business han- 
dled by McCann-Erickson . . . Dove beauty 
bar soap (Lever) will be pushed in Canada 
by Ogilvy. Benson & Mather . . . Chicago 
BBDO lost Zenith products to Earle Ludgin 
& Co. Zenith’s hearing aids continue with 
MacFarland. Aveyard & Co. . . . McCann- 
Erickson added Mead Corp’s paper, paper- 
board and pulp ... Also, in Chicago, took 
on Rival Packing’s Rival Dog Food . . . Len- 
theric’s toiletries split up among Earle Ludgin 
Tweed fragences and men’s _ products), 
Gordon Best Co. (Tweed hair spray), and 
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MEL RICHMAN INC. OF NEW YORK ANNOUNCES ITS EXPANSION AND MOVE TO COMPLETELY NEW, MORE SPACIOUS QUARTERS AT 48 
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iss & Geller. (Tweed shampoo) Duncan 
> ses cake mixes (P&G) to be handled by 
( mpton Advertising. N. Y. Other special 
-es for DH stay with Gardner Advertis- 
;, St. Louis . . . About $800,000 in Lady 
her face cream is now to billed through 
aahue & Coe, not Dancer-Fitzgerald- 
mple ...C. J. LaRoche Co. now has all 
U. S. Tobacco account, taking over from 
iner . . . Chicago’s Beaumont & Hohman 
t Greyhound to Grey Advertising. effective 
March . . . Kudner gets Bellows brands, 

> National Distillers product . . . Bryan 
Houston now has the Nescafé Espresso 
instant coffee account . . . Hockaday Asso- 
ciates got Reed & Barton’s silverware ac- 
count from Ogilvy, Benson & Mather... 


Cn a. 


CAMPAIGNS Three products will be 


tied in under theme: De- 
signed for the travelwise. The three are 
Koret of California. San Francisco women’s 
apparel maker, Dodge Motor Co. and Crown 
Luggage .. . A return to outdoor is planned 
by McGregor Sportswear. They're doubling 
their ad budget for spring campaign, New 
Fashions from New Places. Special art tech- 
niques will illustrate fashions from round 
the world . . . Two hair grooming products, 
Ten Day Beauty Set Shampoo and Ten Day 
Beauty Set Conditioning Creme. will have 
$1,150,000 spent on introductory campaign. 
TV spots to be used by Bymart-Tintair. . . 


Robert W. Orr & Associates, New York, is 
handling campaign for the new Andrew 
Jergens Woodbury soap containing XL-7, 
antiseptic. To be used — Steve Allen's show, 
print, point-of-sale . . . MacManus, John & 
Adams, New York, using heavy radio spot 
campaign; transportation ads, for Cerebelli’s 
Brioschi anti-acid . . . Leeds Chemical Prod- 
ucts, Chicago, added sampling campaign for 
Woolene and M-O-Lene, $800,000 ad budget 
allocated for three months’ run also, to be 
used in all media, especially radio.. Woolene 
is a coldwater fluff soap for wools and 
synthetics. Other is rugs, etc. cleaner. Sam- 
pling promotion handled by Livingston & 
Associates, Chicago . . . Lenten season will 
be promotion time for another of those 3-way 
deals. This time Carnation Evaporated Milk, 
Tuna Research Foundation and Macaroni 
Manufacturers. All media to be used, strong 
publicity, wide variety of POP... 


PHOTOGRAPHY Rose Color Labora- 


tories now at 203 E. 
18 St., New York 3, GR 5-3303-4 . . . Photog- 
rapher Gene Friduss, won first prize in sculp- 
ture in the 1956 Students’ Art Exhibit 
sponsored by New School for Social Re- 
search . . . He’s the one who did the man- 
and-dog series for Rums of Puerto Rico, and 
the Advertising Council's Crusade for Free- 
dom series . . . Frank Rossi now with Harry 
Watts Studio repping illustrators and photog- 


raphers . . . He was AD of the American 
magazine and had been type director for J. 
Walter Thompson .. . Frank S. Lowell new 
vp in charge of sales for Rainbow Studios, 
1372 Broadway. He recently resigned from 
N. Erlanger, Blumgart . . . Rainbow plans 
expansion of operations and sales for pro- 
motion of Colorgrams .. . William P. Way 
has moved to larger, more modern quarters 
at 420 Lexington, LE 2-0030. This studio 
specializes in artwork on color #ranspar- 
encies and related work on assemblies and 
montages, . . . John Joyce Inc. has added 
photographer Carmine Macedonia for fash- 
ions and fashion illustration . . . Jerry Tiffany 
now at 67 Lexington, MU 6-1950. Move has 
more than tripled his space and he has 3 
shooting galleries for strobe, daylight and 
tungsten . . . Berel Firestone, publicity and 
promotion photographer, will teach funda- 
mentals of photography during the spring 
term at NYU . Portrait photographer 
Josephine U. Herrick will teach a course 
on color transparencies, and George S. Haas 
will teach advanced portraiture . .. The 
Camera Club of New York is co-sponsor of 
the courses . . . Deadline for exhibit entries 
for the March international convention of 
Photographers Association of America is 
Feb. 16. Details from PAA, 152 W. Wisconsin 
Ave., Milwaukee, Wis. . . . Edward Steichen, 
director of Museum of Modern Art's depart- 


(continued on page 183) 
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nature of his medium toward design 
that is contemporary, often abstract. 
The small size, and flexibility, men- 
tioned above, make it usually quite im- 
possible to do much with concrete or 
realistic imagery. There are many ex- 
ceptions to this course, notably in the 
food field where it appears that nothing 
sells so well as a good picture of the 
actual food, but the general rule still 
holds. 


Take for example the advertisement’s 
seemingly permanent attachment to the 
use of characters to promote a product— 
Bert and Harry, the man in the Hatha- 
way shirt, the man of distinction, the 
Rheingold girl and so on. We find these 
occasionally on packages also but usually 
the problems of reduction in size and 
the consequent loss of effective repro- 
duction automatically rule them out. 
The designer must therefore delve deep 
into his knowledge of symbols and 
imagery to get his point over. The re- 
sult is often a much tighter, cleaner 
design. 


What then is the future for advertis- 
ing design. Must it continue on its path 
of mediocrity? Are the difficulties to the 
creation of good design so insurmount- 
able that it can never be achieved? 

This would be an unduly pessimistic 
outlook and surely an unrealistic one. 
Advertising is a difficult, diffuse medium 
to work in, granted. But it is not an 
impossible one to conquer. Some of the 
faults in its design are not inherent, 
but merely the result of what appears 
to be laziness. Take for example the use 
of typography in ads. Is there any reason 
for the bewildering profusion of hastily 
selected jarring types we see so often 
in a single ad? Even the inherent prob- 
lems can be overcome. The time ele- 
ment, for instance. If ads have to be 
put out, say, 52 times a year, so do the 
magazines in which they appear. Yet, 
we frequently find that the magazines 
are better laid out, better designed than 
the advertisements which support them. 

We know that advertisements—despite 
all the problems—need not be badly de- 
signed. As pointed out before, a number 
of firms have already shown the way, 
and we see every day examples of ad- 
vertising design which are just as fine 
as the very best in package design. 

How were these achieved? Not by 
any miracle prescription or “new angle” 
probably. It is more likely that they 
were the result of the deep concern of 
practitioners who took their obligations 
as artists seriously and tried to do a 
good job. 6 
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@ FREE dispenser with every roll! 
@ FREE literature available upon request! 
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enabies you to see your type 
in Inks which match your run 
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signs are printed. 


Some changes in magazine design 
have come from a willingness to exam- 
ine basic structure in the light of edi- 
torial aims: to redepartmentalize, that 
is to pace the varying types of articles 
so that the reader can easily recognize 
what they are; to become clearly simple 
rather than cryptically complex; to 
show a capacity for restraint and finally 
to add something special, something 
really provocative, visually unlike the 
overall style. 

This is where the much maligned 
word people, the editors and writers, 
have made a decisive contribution to 
magazine design. They aren't all satis- 
fied with beating down “arty art direc-4 
tors” whom they have just asked to 
“make things look right”, or “look 
better’. The give and take between 
editors becoming more visually con- 
scious, and art directors becoming more 
editorial conscious is of prime impor- 
tance in spurring changes in magazine 
design. 

It is perfectly obvious that a magazine 
is rarely the product of an individual. 
It is rather the result of a group of in- 
dividuals working to produce words 
and images for a market it hopes to 
reach. Success of a magazine’s design 
is measured pragmatically by its sales. 
Editors are rightly concerned with this 
problem. But weighed down as he is, 
the editor as well as designer are both 
likely to suffer at the hands of an in- 
sistence on playing down to what the 
editor thinks and says he knows about 
the capacities of his readership and 
the resultant sales. No wonder then 
that magazine design change has been 
reflecting such caution. And no wonder 
that many magazines have shown them- 
selves to be imitators, having followed 
rather than preceded public needs and 
changes. Meaningful changes in design 
derive from a desire to deepen public 
understanding as well as personal in- 
sight, not to follow it. 

Each new crop of art directors is will- 
ing to experiment. The fire of experi- 
ment, however, is quenched by too 
easily complying with a philosophy of 
condescension toward an_ inarticulate 
audience. If publishers, editors and art 
directors believe that the audience is 
irrevocably inarticulate then they must 
themselves become inarticulate. This is 
the death of magazine design change. 
The rest is all gags, gadgets and 
gimmicks. 
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sketching to finished art. 
Flo-master gives exciting 

new effects on any surface, 

in a rainbow of instant-drying, 
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Here's a white that photographs 
and reproduces a sparkling white. 
Lead-free. Opaque. Mixes with 
other pigments. Unchanging on 
original art work. Can be softened 
down and erased with water. 
In 2%- and 10-oz. jars at your 
regular artist materials dealer. 
Try it. Write for Catalog. 


Manufacturing Artists’ Colormen since 1853 
Oll * WATER « TEMPERA + PASTEL 
Main office and factory 
1220 Buttonwood St. 
PHILADELPHIA 23, PENNA. 
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artist's materials .. . sign painter and 
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booknotes 


FRITZ HENLE’S FIGURE STUDIES. Fritz Henle. 
Studio-Crowell. $4.50. 


Esthetics and technical problems in 
photographing the nude female body 
are discussed by a leading photographer. 
Forty-seven pages out of the book’s 72 
are illustrations. Also a color frontis- 
piece and a color plate on the jacket. 
Photographic data supplied. Typogra- 
phy by Tommy Thompson. 


AMERICAN HERITAGE. October 1956. Ameri- 
can Heritage Publishing Co. $2.95. 


An article on the American Indian by 
Oliver La Farge is illustrated profusely 
with color and b/w plates from various 
art collections. Traces earliest art of 
and by Indians from paintings of early 
French and Spanish colonizers, Indian 
skin painting, down to modern artists. 
Other art illustrates articles on the Civil 


War, the building of the Brooklyn 
bridge. 
MODERN ART USA. Rudi Blesh. Alfred A. 


Knopf. $5. 


Subtitled Men, Rebellion, Conquest, 
1900-1956, this lively book has 47 pages 
of illustrations of work and artists dis- 
cussed. Easy-reading and written color- 
fully with wry humor and definite par- 
tisanship, the book is both informative 
and fascinating. Ten-page index. 


THE PICTURE BOOK OF SYMBOLS. Ernst Lehner. 


| William Penn. $1.25 paper, $3 cloth. 


A short introduction to symbolism pre- 
cedes 88 pages of illustrations of sym- 
bols in every field, from the arts and 
sciences to astrology, mythology, and 
other subjects. In all, 29 fields are 
covered. 


BEST CARTOONS FROM ABROAD 1956. Edited 
by Lawrence Lariar and Ben Roth. Crown. 
$2.95. 


Some goo cartoons from top publica- 
tions around the world. All approaches 
to illustrated humor. 


BEST CARTOONS OF THE YEAR 1956. Edited 
by Lawrence Lariar. $2.95. 


This selection of 330 is from American 
publications. Examples were chosen by 
the artists themselves. 
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MUrray Hill 2-2820 
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Rittenhouse 6-8742 
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Ordering Art Materials? 
PHONE JU 6-1090 
for fast efficient service 


Eastern distributor for Grafikon 


Lewis 


artists’ materials inc. 
158 West 44th St.- N.Y. 36 
Sole distributor of Mercury Products 
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PHOTOGRAMS 1957. The Annual Review of 
the World’s Photographic Art. Philosophical 
Library. $6.95. 


This is the 62nd annual of world pho- 
tography. Plates number 104, including 
six full-color. Commentary on each, an 
index, and an introduction by A. L. M. 
Sowerby, president of the Royal Photo- 
graphic Society of Great Britain, are 
aids. Notes on photography from 
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around the world. A short piece by R 
H. Mason, consulting art editor of Ama- 
teur Photographer, on Photography as 
a means of Expression. 


THE REGULATION OF ADVERTISING. Reprinted 
from Columbia Law Review. Vol. 56, November 
1956. $1. 


Federal, state and self regulatory codes 
in advertising are discussed at length, 
liberally supplemented by footnotes and 
a statutory appendix. 


MISTER GAYBIRD. Peter Crowe, Drawings by 
Mark E. Kelley. Exposition Press. $2.50. 


Samples of the Mr. Gaybird who ap- 
pears on cocktail coasters, etc. An orig- 
inal character, and interesting art for 
the usual gay-bird-plus-liquor-plus-girls. 


PATTERN AND TEXTURE. J. A. Dunkin Wedd. 
Studio Crowell. $6.95. 


The Studio Publications’ Sources of De- 
sign book, this treats of patterns and 
textures in the natural world and as 
achieved by man through chemistry and 
art. Sharp, concise treatment on a high 
level. Half of the gi pages of text are 
plates, mostly b/w. The other half con- 
tain text plus illustrative examples. 


OUR LITERARY HERITAGE. A Pictorial History 
of the Writer in America. Van Wyck Brooks and 
Otto L. Bettmann. E. P. Dutton & Co. $8.50. 


Fascinating personal glimpses into life 
and times of American writers, illus- 
trated liberally with over 500 photo- 
graphs and drawings. Dr. Bettmann 
adapted the Brooks original work of five 
volumes. A social historian and expert 
in pictorial research, Dr. Bettmann in- 
cluded many rare prints of the writers, 
illustrations from their books, pictures 
of their surroundings. The Bettmann 
Archive was principal source of illustra- 
tions used. Other sources are listed. 
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*America’s leading photo-composition 
machine . . . almost instantly produces 
quality hand lettering and display type. 
Scripts, casials, free styles, formals, outlines, 
gothics, futuras . . . and all other popular and 
modern alphabets are yours at important savings 

- with Filmotype! Filmotype’s all-inclusive 


selection contains over 1,000 styles and sizes of 
lettering typography such as these new favorites: 
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ART MATERIALS 
Concord Artists Materials 
Everything for the artist, prompt service 
190 Lexington Ave., New York LE 2-3740, 3799 
Lewis Artists Materials Inc. 
Sole distributor of Mercury Products 
158 W. 44 St., N. Y. 36 
N. Y. Central Supply Co. 
Complete stock * Prompt service * Open Sat. 


JU 6-1090 


62 - 3rd Avenue, nr. 11th St., N.Y.C GR 3-5390 
CHARTS 

Chart House 

Charts, Sales Presentations, Creative Layout, 
Maps, Handlettered Cards, Training Aids, Illus- 
trations 

701 7th Ave. Mayfair Bldg. Cl 6-1537 

COLORSTATS 


Ralph Marks Color Labs 
Low cost, full color reproductions from color 
transparencies and opaque copy. 
344 E. 49 St., N.Y. C. 17 


HISTORICAL PRINTS 


The Bettmann Archive 
Old time prints and photos, any subject. Events, 


EL 5-6740 


Industries, Fashion, Decors. Ask for folder 6A. 
215 E. 57th St., N. Y. 22 PL 8-0362 
ILLUSTRATION 


Steven Vegh, Jr. 
Aeronautical & Marine (Figures Included) 
1262 Brook Ave., New York 56 LUdlow 8-1740 


MECHANICALS 
Alfred Henry 
Speed * Accuracy * Dependability 
299 Madison Ave., N. Y. C. OX 7-5316 
PHOTO EMPLOYMENT SERVICE 
Prestige Personnel Agency 
Experienced and trainees—all phases 


Careful screening—no charge to employer 
130 W. 42 St., New York 36 BR 9-7725 


PHOTO SERVICES—COLOR 


Colorsemblies, Inc. 


Ektas assembled, retouched, duplicated 


112 W. 48 St., N. Y. 36 PL 7-7777 
Kurshan & Lang Color Service 

24 Hour Custom Ektachrome processing 
Duplicating & Dye Transfer Prints 

10 E. 46th St., N. Y. 17 MU 7-2595 


PHOTO SERVICES—B&aW 
Modernage Photo Services 
319 East 44 Street, New York, N. Y. 
Prints for reproduction in grey-scales to meet 
exacting requirements of all printing processes 
@ Developing and printing for magazines and 
industry 
@ Copying of artwork 
@ Commercial photography; 
hour and day 
Call Ralph Baum LExington 2-4052 


REFERENCE PICTURE CLIPPINGS 


Reference-Pictures, Inc. 
We hove clipped and filed over a million pictures 
from magazines and books on any and every 
SUBJECT, MOOD or SITUATION, of every period, 
in color and black and white. Every picture has 
been selected by an Art Director for use by Art 
Directors to stat or paste in layouts and compre- 
hensives and by Artists as reference for drawings. 
Supplied on a rental basis for a small fee. Im- 
mediate delivery. 

104 Fifth Ave., N. Y. 11 


studio available by 


CHelsea 2-9535 


132 


RETOUCHING 
Bergin-Lobel 
Quality B/W, Color, Dye Transfer, 
80 W. 40 St., New York 


Flexichrome 
LO 5-7217 


Davis * Ganes 

Color correction/retouching—Transparencies, 
Dye Transfers, Carbros. Flexichrome coloring. 
516 Sth Ave., N. Y. 36 MuUrray Hill 7-6537 


Horstmann & Riehle 
Black & White, Industrial & Flexichromes 
18 East 41st Street, N. Y. C. MU 5-7258 


Max Jaikin 
Color Transparency Retouching and Assembly 
22 W. 56 St., N. Y. 19 Cl 6-8712-3 


Tulio Martin Studios 
Transparencies 


58 W. 57th St., N. Y. 19 Cl 5-6489 


Frank Van Steen 
Color Retouching. 


370 Lexington Ave., N. Y. C. LE 2-6515 


Donald Van Vort 
Flexichrome, Dye Transfer, 
359 Lexington Ave., N. Y. C. 


Carbro and B&W 
MU 5-3788 


SALES PRESENTATIONS 


Wiener Studio 
Charts * Posters * Slides * Hand Lettering 
12 East 37 St., N. Y. C. MU 6-0656 


SILK SCREEN PROCESS 


Jaysee Display Advertising, Inc. 
Quality reproduction. Posters and displays. 


12 E. 12th St., N. Y. 3 OR 5-7280 

Masta Displays Inc. 

20 years leadership in silk screened 

posters and displays 

230 W I7th St., N. Y. C. CH 2-3717 
STILL LIFE 


Sidney Gold 
Renderer of merchandise, jewelry, all mediums. 
673 Fifth Ave., New York 22 TEmpleton 2-8876 


STOCK PHOTOS 
FPG (Free-Lance Photographers Guild, Inc.) 
* World's Largest File of Stock Color Photographs 
* 5 Million Black & White Photos—All Categories 
* Nationwide List of Assignment Photographers 


62 W. 45 St., NY 36, NY MU 7-0045 
Frederic Lewis 

Photographs of Everything 

36 W. 44th St., NYC 36 MU 2-7134 


Photo-library, Inc. 
For hard-to-find color & b/w stock photographs. 
149 E. 69 St., New York 27 TRafalger 9-3999 


Reportage Photo Agency 
Photos To Fit Every Need. Color And B/W. 
15 W. 44th St., New York Murray Hill 7-7040 


TELEVISION SERVICES 
National Studios 
Hot Press, Slides, Telops, Animatics, Flips, etc. 
145 W. 45th St., NY 36, NY JUdson 2-1926 


TYPOGRAPHY 
The Composing Room, Inc. 
Advertising Typographers 
130 W. 46 St., N. Y JUdson 2-0100 


SERVICES 
Ways’ Standard Viewers 
For viewing color in transparencies correctly 
William P. Way Chappaqua, N. Y. 


call Plaza 9-7722 


Owner of medium-sized design and art STUDIC 
DESIRES MERGER with another studio owner 
salesman or designer with accounts. Have nice 
profitable business now with very promising anc 
interesting future which will require more help 
Box 300, ART DIRECTION, 43 E. 49 St., NYC 17 


ART STUDIO REPRESENTATIVE: You may now be 
representing a competent studio but wouldn't 
your income increase with better facilities, a 
larger and more varied art and production staff, 
and proper follow-through to back you up? One 
of New York's largest studios is expanding its 
account staff. How about talking it over? Call 
EL 5-2400. Ask for Milt Miller. 


IF YOU WANT the best, I'm your man! Top 
mechanical & production man available. 2 dec- 
ades experience on major national accounts 
Box 200, ART DIRECTION, 43 E. 49, NYC. 


TO S-T-R-E-T-C-H EXECUTIVE TIME and for all 
who work on a schedule and can't afford to miss 
a deadline...use this desk-pad-size JUMBO 
PLANNING CALENDAR; one 17"' x 22"' sheet for 
each month with a large 2%°' square box for 
each day to give you plenty of space to write 
your commitments and make notes. . . to help you 
plan your time in advance. Also on same sheet 
small calendar of preceding and following month. 
Supply limited! Send $2.75 for one, $10 for five 
or $20 for a dozen JUMBO CALENDARS to 
COLORTONE PRESS, Creative Lithographers & 
Photo-Typographers, 2412-24 17th St., N.W., 
Washington 9, D. C. 


ARTIST-ANIMATOR, we can't find an animator 
so we're looking for a bright young man who can 
draw. A_ designer-illustrator-cartoonist with a 
modern flair, ability to create, and willingness 
to learn animation. Warren R. Smith, Inc. 
117 Fourth Ave., Pittsburgh 22, Pa. 


WANTED LAYOUT MAN, work-space arrange- 
ment, busy New York studio. EL 5-2934. 


POSITION WANTED. ARTIST, top-notch. Me- 
chanicals and paste-up only. Excellent account 
background. Only finest studios considered. $95 
up. Box 201, ART DIRECTION, 43 E. 49, NYC 17. 
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fashion photography 
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424 Madison Ave., NY 17 PLaza 9-1930 
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ART CAREER *, 
IPPORTUNITIES 


ecooceee® 
a 
Challenging art career oppor- 
tunities in recognized “growth” 
industry for Bachelor of Fine 
Arts, Liberal Arts or Business 
Administration graduates. 
Applicants must possess imagi- 
nation, creativity and organi- 
zational abilities. Forward 
resumes to: Robert Hawthorne, 
Director-Art Training. 
AMERICAN GREETINGS CORPORATION 


1300 West 78th Street « Cleveland 2, Ohio 
1906—COMMEMORATING 50TH ANNIVERSARY — 1956 
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48 W. 48 STREET - N.Y.C. 36 - Cl 5-8228 





booknotes 





(Continued) 


WHO’S WHO IN AMERICAN ART. American 
Federation of Arts. Edited by Dorothy B. Gilbert. 
R. R. Bowker Co. $20 nonmembers AFA. $17.50 
AFA members. 


American and Canadian biographies of 
all living artists entered in the 1953 edi- 
tion plus 815 new names. Wider cover- 
age of educators, museum directors, 
cartoonists and craftsmen. Geographical 
index also compiled alphabetically by 
state and city, with professional classifi- 
cations. Also: Obituaries January 1953- 
August 1956. Open exhibitions. 


AMERICAN PAINTING TODAY. Edited by Na- 
thaniel Pousette-Dart. Hastings House. $8.50. 


A cross section of contemporary art, this 
includes 155 selections (four in color) 
by 14 museum directors. Artists are al- 
lowed a paragraph each to express their 
philosophy. The editor, who is also 
editor-in-chief of Art Directing, the New 
York AD club’s book, has written an in- 
troduction which briefs the experi- 
ments, developments and influences in 
contemporary art. He has also included 
The Artist as Critic, a short piece on 
how professionals see their work. Of 
interest are the quotations from writers 
on art—their opinions differ widely. 
Aids are lists of national art and artists 
organizations, art periodicals, suggested 
readings compiled by Muriel Baldwin, 
and a reference index of artists, gal- 
leries, museums and collectors. 








LOOKING for 


Contact— 
ARTIST GUILD PLACEMENT SERVICE 





trade talk 


(continued from page 127) 


ment of photography, to give illustrated 
talk on experimental photography in color, 
Feb. 19, 8:30 p.m. To be in museum audi- 
torium .. . tickets are $1.50 for members 
and students, $2 others ... C. A. Peterson, 
editorial and commercial photog has written 














a book on Photography for Profit ae 
letters 
(continued) 


will be made available by Advertising, 
a three billion dollar a year profes- 
sion, to forward-thinking artists, 
writers and production men, from 
whose wide ranging explorations the 
whole spectrum of advertising . will 
be enriched.” 


Frank Gershaw, 


art directors 
layout designers 
tv storyboard 


trainees 


mechanicals 


ART 
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urt placement director 


PRESTIGE 


PERSONNEL AG’'CY 
130 West 42St., N.Y.C 
BR 9-7725 








—HIRING ARTISTS? 


call “The Art Unit’ or 7-9100 
New York State Employment Service 
119 Fifth Ave. New York 3, N .Y. 

A specialized placement service 


for both employers and applicants in 
the field of commercial art. 


NO FEE CHARGED TO ANYONE 








36 WEST 44th STREET 


FOR ALL ART PERSONNEL 


“OUR PROFESSIONAL SCREENING 
MAKES THE DIFFERENCE” 







MUrray Hill 7-8550 

















advertisin v photography 


STUDIOS 


PASSE 


120 W. 50th St, New York, NY 











Habershaw Photography, N.Y.C. 


Art Direction / The Magazine of Creative Advertising / February 1957 
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bookshelf 


The bookshelf makes it easy for readers 
to buy, at list price, the best books of current interest 
to the art professional and advertising manager. 


NEW BOOKS 


142. Pattern and Texture. J. A. Dunkin Wedd. 

Patterns and textures in the natural world 
and as achieved by man through chemistry 
and art Half of the book's 91 pages are 
plates. Text also illustrated with examples of 
forms discussed. $6.95. 


143. Our Literary Heritage. Van Wyck Brooks 

and Otto L. Bettmann. Pictorial history 
of life and times of American writers. Over 
500 photographs and drawings illustrate. The 
Brooks work was originally five volumes. This 
is an adaptation by Dr. Bettmann, a social 
historian and expert in pictorial research. 
Sources listed. Index. $8.50. 


144. Who’s Who in American Art. Edited by 

Dorothy B. Gilbert. The American Fed- 
eration of Arts book listing American and 
Canadian biographies of living artists, obitu- 
aries January 1953-August 1956. Geographical 
index. List of open exhibitions. $17.50 AFA 
members. $20 nonmembers. 


145. American Painting Today. Edited by 

Nathaniel Pousette-Dart. A cross section 
of contemporary art, this includes 155 selec- 
tions, four in color, by 14 museum directors. 
Artists express their philosophy—a paragraph 
each. Editor discusses experiments, develop- 
ments and influences in contemporary art. An 
article on how professionals see their work. 
A series of quotations from writers on art. 
Lists of national art and artists organizations, 
art periodicals, suggested readings. Refer- 
ence index of artists, galleries, museums and 
collectors. $8.50. 








kee eee eee eeee SOC CRs = 


ANNUALS 


122. 34th Annual of Advertising and Editorial 

Art and Design. All winners in the national 
exhibition held in 1955 by the New York Art Direc- 
tors Club. Best work from coast to coast appear- 
ing in all media. Source of inspiration and ideas 
for the AD. More than 400 pieces. $12.50. 


141. U.S. Camera 1957. Edited by Tom Maloney. 

Review of the year's leading work, both by 
well known professionals and unknowns. Included: 
Ray Atkeson's color pictures of the west; N. Y. 
Daily News Pulitzer Prize prints; article on Muy- 
bridge by Beaumont Newhall. Biographical notes 
on photographers as well as technical information 
on work. All fields of work, in this country and 
abroad, represented. $6.95. 


134 


ART 


131. Catalogue of Colour Reproductions of 

Paintings Prior to 1860, 3rd edition. Lists 
and illustrates 641 reproductions, plus notes on 
where available. Lists of publishers, printers and 
artists. $3.50. 


135. An Atlas of Animal Anatomy for Artists. 

W. Ellenberger, H. Baum, H. Dittrich. En- 
larged revised edition edited by Lewis S. Brown. 
$6 clothbound. 
George Stubbs’ Anatomy of the Horse, and 
plates of cats from Straus-Durchheim's French 
work, plus plates of other animals from Anatomie 
Comparee by Cuvier and Laurillard. 


Twenty-five new plates from 


LAYOUT 


137. Layout. Raymond A. Ballinger. Covers all 

creative aspects of layout, discusses design 
theory. Should appeal to ADs, artists, and stu- 
dents. Author of Lettering Art in Modern Use, 
Ballinger feels that printed page is still most 
valuable means of communication. A practicing 
layout designer, he is director of the department 
of advertising design at the Philadelphia Museum 
School of Art. Examples from 66 ADs and art 
editors are given, as well as numerous examples 
of the work of artists, designers, photographers. 
$12.50. 


102. Layout File by Harry B. Coffin. Idea start- 

ers for the designer, advertiser and buyer 
of printing. There are 1,333 sketches to illustrate 
some of the layout styles that might be used for 
mailings, catalogs, folders, posters, displays, etc. 
Reprinted from American Printer. $1. 


126. Practical Handbook on Double-Spreads in 

Publication Layout by Butler, Likeness and 
Kordek. Fourth in a series of handbooks on pub- 
lication layout. Illustrates and discusses prob- 
lems and techniques in double-spread layouts. 
92 pages. Paper back. $3.75. 





ART DIRECTION 
43 E. 49th Street, New York 17, N. Y. 


79 102 122 125 
137 138 140 


LETTERING, CALLIGRAPHY 


136. Lettering and Alphabets. J. Albert Co 

anagh. $3 clothbound. One of Americo 
greatest letterers and teachers of the art d 
signed and rendered 85 complete alphabet! 
Fundamentals of lettering are given. All han 
lettered alphabets may be reproduced witho 
cost or permission. 


PRODUCTION 


138. Type Identification Chart. A complete typ: 

chart, printed on a series of circular mov 
able graphs. This chart also helps the user tc 
acquire a better knowledge of actual character 
istics of groups of type faces and of their essen 
tial differences. $1. 


GENERAL 


79. Commercial Art as a Business. Fred C 
Rodewald. Handbook for artists, art buyers 
and artists’ representatives. Defines problems of 
time, written orders, breaking down a job into 
logical steps, deadlines, model and prop fees 
and other factors that are a source of friction 
between artist and buyer. Legal aspects are 
explained, financing, bookkeeping and tax mat- 
ters discussed. Markets for commercial artwork 
and tips on selling are offered. Includes the 
Code of Fair Practices of the Joint Ethics Com- 
mittee and the code of ethics of the American 
Association of Advertising Agencies. $2.95. 


125. The Human Figure in Motion. by Eadweard 
Muybridge. Thesaurus of human action. 5000 
action photographs showing 163 different types of 
human action. Most are from 3 angles, with as 
many as 48 timed-interval shots per action, some 
taken at speeds of 1/6,000th second. $10. 


129. Package Design. Milner Gray, R.D.1., 
F.S.1.A. Covers design from principles to 
techniques, including articles on materials by 
specialists. Bibliography and indices to text, 
manufacturers and designers. $6.95. 


133. Pictorial History of Medicine. Dr. Otto L. 

Bettman, prominent in the field of picture 
research, compiled and authored this illustrated 
work on the growth of medicine, from Hippo- 
crates down to the present day. Over 900 illus- 
trations, some published for the first time. $9.50. 


140. The Picture Book of Symbols. Ernst Lehner. 

Over 1000 symbols, designs, pictographs, 
sigils, emblems, and ideograms. All subjects. 
Paper $1.25. Cloth $3. 





Amt. Encl. $ 
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